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How ripe is your time? 


When is the best time co appegatha prospect? 
Punch-ci ne! Punch shows him your advertisement. 


when he is ina good mood:/when he Rassime 
to read aod remember, You couldye Buy a tiper time. 
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ADVERTISER'S WEEKLY 


Get the real 
factsand figures 


Sir,—The reports published on 
May 18 of the proceedings at the 
AA Conference confirm an im- 
pression which I received while 
I was there. 

Several of the working sessions 
asked for more sstatistics of 
advertising expenditure but, in 
my opinion, missed asking for 
more work to be done on one all- 
important matter—consumer ex- 
penditure. Personal spending on 
consumer goods—and considera- 
tions of how this changes with 
varying incomes—is, in my 
opinion, one of the most impor- 
tant facts which every advertising 
man requires. 

It struck me that many of the 
statistics asked for were required 
mainly in connection with seeing 
what the other man was doing, 
and thereby playing into the 
hands of the critics who maintain 
that much advertising expendi- 
ture is purely competitive and 
could be stopped, to the advan- 
tage of consumer prices. 

E. A. LEVER 
Banbury Road, 
Oxford. 


‘Not new’ ad 


Sir,—Your picture captioned 
“Is this unique?” (May 11) des- 
cribes the G. S. Royds Ltd. 
advertisement for Dunhill cigar- 
ettes. The name display embody- 
ing the actual product in the 
lettering is not new — Polo 
Peppermints and surely the new 
Murray Mints advertisement 
both do so 

One must, however, commend 
what is undoubtedly the best 
version of this form of advertise- 
ment yet created. 

E. FREEMAN-KEEL, 

Manager, display division. 
Trapinex Ltd., 
London, S.W.2. 


To The Editor... 


ii 


In recent weeks the subject of 
grammatical advertising copy has 
resulted in a large number of 
letters to the Editor. A final 
selection is published below. 


Copywriters are 
salesmen 


Sir,—A _ copywriter must be 
more than a good word-monger 
to be worthy of his hire. He 
must be a salesman in the fullest 
sense of the word. Far too many 
copywriters tend to scorn the 
commercial side of their craft 
the side that happens to pay their 
salaries. Such people are rank 
hypocrites. Those who are only 
interested in words for their own 
sake may make good writers. 
But unless they have a true 
understanding of salesmanship 
they are probably bad advertis- 
ing writers. M WYATT 
Marylebone, W.1. 


‘Very new...’ 


Sir,—The sticklers for good 
English in advertising don’t know 
they’re born! What if they had 
this to put up with: “Very new 
shoe styles”’—or this: “Very 
ample drawer space’’—just two 
examples of the “English” used 
by mail order house buyers 
almost every day. Pity the poor 
mail order advertising manager! 

F. I. GREEN. 
Prestwich, Lancs. 


Its own reward 


Sir,—lIn all businesses, especi- 
ally in advertising, there are, 
indeed there must be, those who 
believe that life offers many re- 
wards, among them being the 
personal and human satisfaction 
gained by the skilful use of 
naturally endowed talent embel- 
lished by study and thought. The 
written word is surely an out- 
standing example. 

Tom HEPPELL. 
Weybridge, Surrey. 


Sales effects 


Sirn,—If bad grammar makes 
good sales it does so despite and 
not because of itself. If bad 
grammar makes good sales, good 
grammar would make very good 
sales. If bad grammar makes 


good sales, it is still not and 
never can be good advertising, 
since good grammar would un- 


doubtedly make better sales. 
Since when did a striving after 
perfection ever worsen a piece of 
selling copy? 
A. J. MORGAN (Jnr.). 

Worcester Park, Surrey. 

(This correspondence 
now cease.—EDITOR.) 


must 


‘Unique’ claim 
by new group 


Sir, — In the report of the 
formation of PLAN (Interna- 
tional) Ltd. (May 25) chairman 


Richard Lonsdale-Hands is 
quoted as saying: 
“Hitherto there has been no 


one organisation in the advertis 
ing and promotion fields which 
could offer the comprehensive 
service of full marketing counsel 
and market research, combined 
with industrial and product de- 
sign, together with design of 
package, point-of-sale and exhi- 
bitions, and the subsequent pre- 
paration of advertising for press, 
TV and other media... .” 

If this statement means what | 
understand it to meanj I would 
respectfully suggest that it is both 
unwise and unfair. My firm, for 
example, has offered, and success- 
fully carried out, precisely such a 
comprehensive service for a 
number of years. And I am sure 
there are other organisations who 
could justly make a similar claim. 

I am quite certain the new 
organisation must be a very good 
one—and I wish it every success 

but it should be a little careful 
about its using the word 
“unique.” 

D. Broox-Hart, 


Chairman, 
D. Brook-Hart Co 
London, W.1. 


Malayans in 


advertising 


Sirn,—-Tom Tan (May 18) 
refers to Malay students in 
London, and their possible use 
in assisting advertising agencies. 

f any advertiser wants to get 
in touch with Malayans—Malays, 
Chinese or Indians—this office 
will gladly help; or the Malayan 
Students Unit, in Grand Build- 
ings, Trafalgar Square, will. 

JOHN BATTEN, 
Information Officer. 
Office of the Commissioner for 

Malaya in the UK, 
Malaya House, 

57 Trafalgar Square, W.C.2. 


) \ 


LEWIS KNIGHT & COMPANY 


ADVERTISING 


BALLOONS 
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First in the 


field 


Sir,—In an article on Public 
Relations (May 18) you reported 
a combined car and fashion show 
given by Brew Brothers of Old 
Brompton Road. It was stated 
that Downtons’ clients recently 
staged “Britain's first combined 
car and fashion show.” 

Vogue Export staged a highly 


successful combined car and 
THIS WEEK 
Photograph of the Month—Page 36. 
NEXT WEEK 
Advertising Gifts & Novelties 
Survey. 


fashion show in June, 1951. This 
was given specially for overseas 
buyers and was held at Rootes 
Ltd.’s showrooms at Devonshire 


House. Many of the leading 
ready - to- wear manufacturers 
showed models with Rootes 
Group cars—Sunbeam Talbot, 


Humber and Hillman. 

As far as I know, that was the 
first combined car and fashion 
show held in London. 

Sypit MAWDESLEY (Miss). 
Vogue Export. 
London, W.1. 


Staff agency uses 
commercial TY 


A series of five-second TV 
spots with Associated TeleVision 
Ltd. is being used by Miss Vera 
Sugg to publicise the Graydon 
Bureau Ltd., staff specialists, of 
which she is a director. Costing 
£570, the series began recently 
and will continue through June. 

Miss Sugg started her secre- 
tarial service and employment 
agency in a_ small third-floor 
office in Fleet Street in 1948 
Today the Bureau's Strand office 
occupies four floors. 


‘ PY S 
os > i, “me J> 
a SL Ae a ae | ee) s . . a 
a si} cK You ; “aa | 
piece © a ae , 
yerver ine | OF Bay ‘ 
pat avov® Foy ” 
4 ary j 
H.-°° — _ 
_ 
- 
| gales BEST FOR COLOUR 
| | a o build " BEST FOR QUALITY | 
| vertises.| Ariel €2 en) -——— 
° Geer mesa 
4 - use | "and BEST FOR PRICE : 
; 7 8 CHINGFORD MOUNT ROAD, LONDON, E.4 + LARkswood 2241 /2 
rs q : . Cage er a | re Po |) ee i 
La i Se .\ Si ec a 


ADVERTISER'S WEEKLY 


ONGENTRATION 


and 


EE Et E: A. ID 


The Northern Echo, with a circulation of 110,294 
is the only local morning newspaper for a vast area 
of north-eastern England. 


About 1|7,647 copies or 16% of the total sale enter 
the households of Darlington, where the Echo is 

{ i, i Mi il published; this represents a concentration of 
a m a | over 69.7% of the families in the town. 


Mii 


i iy ) ii The remaining 84% is spread among households 
nh from the Tyne to the West Riding, from the 

upper dales to the North Sea. This is one of 
the most prosperous parts of the country, where 
the heavy industries include coal-mining, steel- 
works, bridge building, shipyards, textile mills and, 
not least, agriculture. Many Northern Echo 
readers are engaged in these trades, where output 
is rising and wages are high. 


Advertisers will find the columns of the Northern 
Echo an economical and rewarding medium for 
reaching these prosperous people. 


The Do rtbern Echo, 


DARLINGTON 


F Hh seh ee ca hl ae <; aw p ~Y | wr 
; June 1, 1956 1 | 
. ih | ii 

4 r~ | 

UT 

Mi Hl 
* 
if ae Mi) 
‘ | i 
: 1) WA 
‘ HAMA 
| TAN 

: | 
ae mii 

i i 
| aii 
| i} 

Pan. % 3 Pei 
Fae te \ : : Fit - Mad 
i Me 3 td 
st ae ” of OES 
—_ a ‘ . Go ee \ Ss 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS~ 


In that section of the 
national market where incomes 


have risen most markedly 


the Empire News 
& Sunday Chronicle has made 


its immense gains in circulation. 


No selling campaign 


should overlook the increased 


spending power of 


‘the new middle classes’: 


no advertising campaign 


should overlook the 


Millinch Rate: 1.51d. 


USE THE EMPIRE NEWS & 
SUNDAY GHRONIGLE TO ATTRACT 
THE SPENDING-POWER 
OF ‘THE NEW MIDDLE CLASSES: 


new giant among national newspapers. 


The new middle classes from The Economist, 10th September, 1955 


*... by any objective standard the most 
interesting social phenomenon of recent 
years has been the growth in what must 
now be called the middle income ranges 
- between £500 and £1,000 a year after 
payment of tax. In 1949 there were only 
1.9 million people with incomes between 
£500 and £750 net; in 1954 there were 5.8 
million . . . It is into this category that 
the averagely successful British working 
man can now expect to graduate during 
and immediately after his years of 
heaviest family responsibility. In part, 


ONE person in FIVE reads the Empire News & Sunday Chronicle 


the new giant among national newspapers 


JACK EVERETT, ADVERTISEMENT MANAGER, KEMSLEY HOUSE, LONDON WC! 


the upsurge in this income group is a 
reflection of the fact that £500 in 1954 
was worth almost exactly the same as £400 
in 1949; but there is no doubt that it is also 
a reflection of which groups have been 
gaining most from recent prosperity. 
This gradual and welcome “‘American- 
isation” of the adult factory worker 
into what used to be considered a middle 
class standard of living has been the most 
important social development, market 
phenomenon and political influence of 
the past five years.” 


March Net Sale (ABC formula) 2,623,805 Display Rate £16.10s. Estimated Readership: 7,300,000 


- TERMINUS 1234 
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Roy Thomson offered Scottish 
TV contract 


AUGUST 1957 PLANNED AS OPENING 
DATE FOR GLASGOW STATION 


Further union 
demands to 
Master Printers 


When the executives of the 
British Federation of Master 
Printers and the PKTF returned 
from meetings at Gleneagles and 
in Edinburgh this week, one of 
their first tasks was to arrange 
meetings between the Federation 
and the five print unions who 
signed two-year agreements in 
January this year. 

It is understood that the five 
unions—headed by the powerful 
NATSOPA—agreed at a meeting 


Glut of price rises 


Rising costs continue to take 
their toll of selling prices. Latest 
journals to raise their prices, with 
dates given where the increase has 
not yet taken effect, are: 

“Board of Trade Journal” 1s. 


Fishing News” 9d. (6d.); “Print- 
ing News” 9d. (6d); (from 
June 7 issue); “Women’s World” 
34d. (3d.) (Jume 16); “Man's 
World” 1s. 6d. (is. 3d.) (July 
issue); “Man Senior” 3s. (2s. 6d.); 
“Fate” Is. 3d. (1s.) (July issue); 
“Police Review” 4d. (3d.); 
“Chicks Own” 34d. (3d.) (June 
9); and “Tiny Tots” 34d. (3d.) 
(June 9). 


last week to approach the em- 
ployers for a revision of their 
agreements. 

A spokesman of one of the 
unions said this week that in- 
creased wages would be one of 
the subjects covered at the pro- 
posed meetings. 


Newnes ‘down under’ 


George Newnes Ltd. have 
made arrangements with Con- 
solidated Press, Sydney, to print 
and publish Australian editions 
of both Practical Motorist and 
Practical Householder. 


ANADIAN 


millionaire and 


owner Roy 


Thomson has been offered the sole contract for the 
Scottish TV station. He is chairman of a new company, 
Scottish Television Ltd., to be set up to operate the station. 


Mr. Thomson is chairman of 
Scotsman Publications Ltd., and 
owns a radio network in Canada. 

At a press 
conference in 
Glasgow on 
Wednesday 
it was an- 
nounced that 
the station 
would prob- 
ably be oper- 
ating by 
August, 1957 
—coinciding 
if possible 
with the 
Edinburgh 
Festival. 
The head- 
quarters of 
the new station will be in Glasgow. 
An ITA statement on Wednesday 
said that the new company would 
include “* other Scottish interests.” 
But at the conference Mr. Thom- 
son, who said that he had only 
learned that morning that he was 
to be awarded the contract, would 
make no statement about the 
strength of these other interests. 


Roy Thomson 


But it is doubtful if they will 
be financial, for Mr. Thomson 
said that he expected the first 
year to cost the new company 
£500,000—and he was prepared 
to meet this cost entirely on his 
own. 

When asked about advertising 
rates for the station, he men- 
tioned a peak figure of £200 a 
minute, but would give no further 
details. 

B. C. Sendall, deputy director- 
general of the ITA, would not 
disclose the contract figure, which 
was reported earlier to have been 
cut from £330,000 to £220,000. 


OTHER NEWS 


HIGHLIGHTS 
@ BPAA annual con- 


@ ATY’s revised 
rate-card .. . 


@ Club News... p. 10 
@ Latest news from 


France .. . p. 14 


Hulton’s Sunday 
postponed 


Publication of the “Sunday 
Star,” planned by Hulton Press 
to be the first full-colour Sunday 
newspaper in this country has 
been postponed indefinitely. 

Reason given by Hulton’s is 
that the National Federation of 
Retail Newsagents has decided 
that they will not handle any new 
weekly publication — including 

@ Continued in Stop Press 


ITA deny ‘stations shelved’ report 


Reports this week that plans 
for five minor commercial TV 
stations had been “shelved” by 
the ITA were officially denied on 
Wednesday by the Authority. 

A spokesman said that, as an- 
nounced earlier this year, cuts in 
capital expenditure would neces- 
sarily involve the postponement 
of the opening of stations cover- 


ing East Anglia, South-Western 
England, the North-East, Hamp- 
shire, the Isle of Wight and the 
a Coast, and Northern Ire- 
la 


“The Authority does not con- 
template any departure from its 
original programme of bringing 
these stations into operation by 
1959-60,” he said. 
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ADVERTISER’S WEEKLY 


G. R. Pope to speak at 
BPAA conference 


350 DELEGATES EXPECTED 


An attendance of about 350 is expected at the 67th annual 
conference of the British Poster Advertising Association, 
which is to be held at the Grand Hotel, Llandudno, on 
Monday, Tuesday and Wednesday of next week. 


The annual meeting will be held on Tuesday morning. 


In the 


afternoon, G. R. Pope, assistant general manager of The Times, will 


be speaking on “Advertising Today.” 


On Wednesday morning, 


A. Anson (Granada TV) will speak on “The Art of Selling.” This will 


be followed by a discussion. 


Social functions include: Monday, golf at the Maesdu Course for 
the Mills & Rockleys Cup and the Leicester Cup. Afternoon: tour to 
the home of the Marquess of Anglesey. Tuesday evening: civic recep- 
tion and dance at the Grand Hotel, given by the Llandudno UDC. 
Wednesday evening: reception given by the new president, Bruce 
Farquhar (General Billposting), followed by a ball. 

Private parties include a reception on Monday evening given by 


the chairman and directors of 
page 16.) 


PPA to list top 
visitors 


With the co-operation of the 
Central Office of Information, the 
Periodical Proprietors’ Associa- 
tion’s council of the trade and 
technical press is to send to 
selected publishers lists of impor- 
tant visitors to this country. 

This will enable publishers, 
says the PPA, to approach the 
visitors with a view to interesting 
them in the journals covering 
their fields of interests. 


‘Best brief’ prize 


The Institute of Practitioners 
in Advertising is offering a prize 
of books worth five guineas to 
the registered student who sends 
in the best brief for a national 
advertising campaign for an 
imaginary product. The brief is 
intended for use at one of the 
Institute’s week-end courses. 


One of the illuminated display stands 
for Magna electric lighters which 
have been supplied to Magnatex 
Lid. by Franco Signs for use in 


retail stores. The name ‘““Magna’’ is 
illuminated by a border of red neon 


tubing mounted behind the pro- 
cessed plate glass panel. The 
lighters stand on a shelf of translu- 


cent Perspex. 


eneral Billposting. 


(See Comment, 


Prize winner 


This window of Hoover Litd., in 
Hoover House, Regent Street, won a 
silver cup and certificate, second 
prize in the service division in the 
Regent Street Window Display Com- 
petition. The window was con- 
structed and erected by J. W. Artists 


E. M. Jefferson, director of Glovers Advertising Ltd., watches a demonstra- 
tion of the “stretch” properties of the new Ban-Lon bulked nylon yarn at 
a press showing held at the Everglaze showrooms in London recently. 
Testing the yarn are Leonora Curry (left), fashion adviser on the Everglaze 
and Ban-Lon accounts, and Sheila Scotter, director of the Everglaze 


marketing division, of Australia. 


Extreme left is Saddy Wright, who 


organised the show. (‘‘Drapers' Record” picture.) 


Ad tests give consumer reaction 


A new service, called Ad Reac- 
tion, for pre-testing advertising 
has been devised by Market 
Investigations Ltd. 

Ad Reaction, it is claimed, not 
only reveals whether an advertise- 
ment registers the name and pur- 
pose of a product firmly in the 
public mind, but also, at an early 
Stage, traces any facet of the 
advertisement which may set up 
sales resistance. 

“Using the service an adver- 
tiser can make a trial run of 
several different advertising treat- 
ments in order to be sure of pick- 
ing the most effective, and can 
submit two to six different ver- 
sions,” say the firm. 

Clients can also have competi- 
tors’ advertisements tested. 

Each advertising treatment is 
shown to 100 to 300 people, 
depending on the client’s require- 
ments. An adaptation of Ad 
Reaction is also available for 
testing public reactions to tele- 
vision and outdoor advertising. 

Stanley Orwell, director of 


Market Investigations Ltd., is in 
charge of Ad Reaction activities. 


‘Best show ever’ 


The fifth Mechanical Handling 
Exhibition, which took place at 
Earls Court during May, has 
been described by the organisers 
as “the most successful ever.” 
Buyers came from more than-80 
countries, and the attendance 
was better than that of any 
previous year. The exhibition 
was organised by Mechanical 
Handling, the Associated Iliffe 
Press journal. It is held every 
other year. 


Buyers v. sellers 


The annual cricket match be- 
tween Space Buyers and Space 
Sellers will take place at the Old 
Finchleians’ Sports Ground, 
Woodside Park, on Wednesday, 
July 25, at 2 p.m. Those 
interested in playing should 
contact Len Nash (London Press 
Exchange) for space buyers, and 
Moss Walters (Sheffield Tele- 
graph) for space sellers. 
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HE AMAZING NOW 
DLE STRETCH Boor 


‘Virile and 
vigorous 
trade press’ 


@ We are fortunate in having a 
trade press that is alive to its 
responsibilities, virile and vigor- 
ous in its advocacy of trade 
interests, impartial and pains- 
taking in reporting the news, and 
sifting the view of every trade 
interest.@ 

This tribute is paid by W. D. 
Heymanson, president of the 
National Federation of Bedding 
and Allied Trades in an article in 
the current issue of Furnishing 
World. 

Mr. Heymanson reviews pros- 
pects for the Federation’s annual 
convention, the principal theme 
of which is public relations for 
the bedding industry. 

‘Enthusiasm gone’ 

Recalling “five years or more 
of abortive discussions’ on a 
national publicity scheme for the 
industry, he says: 

“* doubt if enthusiasm can be 
re-kindled—the obstacles remain, 
further, more and more manu- 
facturers are putting their shirt 
on their own colours. 

“As Somerset Maugham has 
said, ‘you cannot make today’s 
lamb cutlets out of yesterday's 
cold mutton.’ 

“The Bedding Federation's 
scheme for the appointment of a 
public relations officer has met 
with resistance. The view of the 
NE and NW séctions that they 
could only support a PR scheme 
in conjunction with a national 
publicity campaign has blocked 
progress for the moment,” he 
says. 


Largest TV drive 
by ‘Daily Mail’ 

The Daily Mail is to launch a 
large-scale drive to back Sir 
Donald Bradman’s Test match 
coverage. Included in the drive 
will be “the greatest TV publicity 
campaign ever launched by a 
newspaper.” It will consist of 
28 TV spots from this Monday 
to Friday. There will also be a 
full national and provincial press 
campaign. 
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Information officer off to Australia: 


After two years’ service as informa- 
tion officer with the Advertising Asso- 
ciation, Denis W. Last is to relinquish 
his post in July. 

Mr. Last, who is leaving the Asso- 
ciation for personal reasons, sails for 
Australia in the Autumn and proposes 
to settle there for some years. 

His appointment to the staff of the 
Association in July, 1954, came “as a 


direct result of the Association's deci- 
sion to launch a new and greatly ex- 
tended campaign to put the import- 
ance of advertising to the nation’s 
economy to the public at large by 
every means in its power,” said an AA 
statement this week. 


“During these two years, Notes for 
Speakers have been prepared and 
widely distributed throughout the 
country, panels of ex 
speakers have been built up within 
the ranks of advertising, and hundreds 
of platforms have been addressed on 
the subjects of a wide variety of 
aspects of advertising. 

“Into this task Mr. Last threw him- 
self with energy and imagination, and 
a foundation has now been laid on 
which the Association will build an 
extending service in public relations 
for advertising. 

“A successor is being sought who 
will develop the work still further, 
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Successor to be appointed 


and it is hoped that it will be possible 
for him to be at work in July by the 
latest,” said the statement. 


Union. He was responsible for put- 
ting the farmers’ case before the 
nation as a whole and particularly to 
the urban population. 

After serving in the Royal Navy 
from 1914-22 his early career was 
spent in the printing industry. Later 
he joined the BBC Midlands Region 
Talks session and was in charge of 
Midlands Parliament—a programme 
primarily concerned with industrial 
subjects. 


Denis Last. 


Agency staff 
on TV lecture 
course 


An intensive course of lectures 
on commercial television has been 
held during the last two weeks by 
Greenlys Ltd. for their staff. 
Forty executives and members of 
the creative staff attended the 
course, which was organised by 
Drew Farish, media director, and 
Michael Bailey, manager of the 
TV and film department. 

Mark Quin, managing director 
of Greenlys Ltd., opened the 
talks on “the most important new 
advertising medium to arrive in 
this country in the last quarter of 
a century.” Drew Farish intro- 
duced Paul Sheridan, features 
editor of Commercial Television 
News, who spoke on “The Face 
of Television Today.” 

Further lectures were on “Time 
Buying and Administration,” 

“The Live Commercial,” “Scripts 

and Storyboards,” “Film Produc- 
tion for TV and Cinema,” “The 
Provincial Contractor,” “Audi- 
ence Research,” and “The Lon- 
don Station.” Several prominent 
guest speakers were invited to 
lecture, in addition to Michael 
Bailey and Michael Cole from the 
agency's TV department. 

Mr. Quin concluded the series 
with a talk on the “Future of 
Television Advertising,” and this 
was followed, on Wednesday this 
week, by a special screening of 
TV commercials and cartoon 
films. 

A file of the substance of the 
talks is being compiled, and will 
be issued to the staff who at- 
tended 
study. 


the course for further 


Saale date 


Date for the annual bowls 
match for the Belfast News Letter 
Trophy at Parsons Green Club, 
between press representatives and 
advertising agents, has been 
changed from next Wednesday to 
Wednesday, June 13. 


ne 


The Nestlé’s sign at Olympia has now had the two figures of housewives 


wearing winter clothing replaced 


by two wearing summer clothes. 


The 


figures were completed in Willing & Co. Ltd.'s workshops and transported 
in one piece to the site. 


£500,000 profit 


United Newspapers Ltd. report 
for the year ended December 31, 
1955, shows a group trading 
profit before taxation of £542. 482 


After about a month's showing in 
the South, Midlands, and parts of 
West London, this poster has been 
banned by the joint censorship com- 
mittee of the outdoor advertising 


industry. Explaining the delay, 
H. H. Mallatratt, secretary, says the 
committee does not consider a 
poster until somebody made 
representations about it. Phil Hud- 
son, who designed the poster from 
a painting by Kenneth Adams, is 
now producing a new poster for this 
Raymond Stross play. 


British goods 
on show in 


Sweden 


During the visit of the Queen 
and the Duke of Edinburgh to 
Sweden this month, British Weeks 
will be held throughout the 
country. They will include the 
widespread display of British 
goods in the shops. 

As a centrepiece, the Council 
of Industrial Design is co-operat- 
ing with its opposite number in 
Sweden, the Svenska Slojdforen- 
ingen (Swedish Society of Indus- 
trial Design), to stage a selective 
display of well-designed British 
goods in the Kungstradgarden, a 
park in the centre of Stockholm. 
The Svenska Slojdforeningen has 
built some 20 permanent show- 
cases. 

Most of the 200 items to be 
shown have been selected from 
the opening display at the Design 
Centre by Dr. Ake Huldt, 
director of the Svenska Slojd- 
foreningen. 

The director of the CoID, Sir 
Gordon Russell, will attend the 
Opening and will speak on the 
Design Centre at the annual meet- 
ing of the Svenska Slojdforen- 
ingen. 

The exhibition will be open 
from tomorrow (Saturday) after- 
noon until Friday, June 15." 


Shop window fees 
GROCERS ARE 
CRITICISED 


The suggestion made at the 
conference of the Scottish Federa- 
tion of Grocers and Provision 
Merchants’ Associations that 
manufacturers should pay grocers 
who instal their window displays 
was criticised by a _ display 
producer and by an advertising 
agent in letters to Monday’s The 
Times. 

Leon Goodman (Leon Good- 
man Displays) wrote: 

“The planning and placing of 
his displays is surely something 
the shopkeeper can, or should, 
control. It is an indication of 
bad management if he allows 
anyone else to control it—even 
if they pay for the privilege. 

“Manufacturers’ display mate- 
rial is produced with one specific 
purpose in mind: to move the 
goods off the shelves. 

‘Lazy’ thinking 

“To seek payment for the use 
of windows and counters is lazy 
thinking of a surprising order 
and cannot possibly substitute for 
intelligent merchandising.” 

M. C. Badcock (director, Max 
Ritson and Partners) said: 

“Manufacturers, nowadays, are 
expected to launch mammoth 
advertising campaigns, provide 
free displays, send their own re- 
presentatives to fix them in posi- 
tion (and even to offer prizes for 
the privilege of being allowed to 
do so) before the grocer will con- 
descend to take a small stock of 
their goods. 

“What does the grocer do in 
return for all this? He hands 
the goods over the counter (not 
even that if he has gone all self- 
service) and puts the money in 
the till.” 


Newsprint up 
Scandinavian newsprint is to go 


up by £1 per ton to £54 per ton 
for the second half of 1956, 
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Trade press publishers ‘aware of need for 


The Tie Week poster which adver- 
tises the first prize in the consumer 
competition. 


Display contest 
in Tie Week 


Tie Week, the fifth since its 
inception in 1952, will start next 
Friday, and will run_ until 
Saturday, June 16. During that 
time retailers throughout the 
country will feature special Tie 
Week displays, entered in a 
window display competition. 

Theme of these displays will 
be the consumer competition 
and its prizes, a competition open 
to those who buy a new tie dur- 
ing Tie Week. Free entry forms 
are to be distributed with the 
purchase, and a Morris Minor 
will go to the competitor sub- 
mitting the winning entry. 

A sales assistants’ competition 
will be introduced this year. 

Free display material has been 
distributed, including a full- 
colour double-crown poster for 
retailers’ windows. The poster 
shows the Morris Minor, and 
has been overprinted with the Tie 
Week information. These posters 
were supplied by the Nuffield 
Organisation. 

Tie Week is sponsored by the 
Tie Manufacturers’ Association, 
and Haig-McAlister Ltd. are the 
agents responsible for the promo- 
tion for the fifth time. 


Si Greibehank 


tributes 


At a memorial service to the 
late R. J. Cruikshank, former 
director and editor of the News 
Chronicle, at St. Martin-in-the- 
Field last week, Lord Radcliffe, 
director-general of the Ministry 
of Information during the war, 
described Mr. Cruikshank as “a 
great journalist, warm-hearted, 
eager, and responsive.” 

L. J. Cadbury, chairman of the 
Daily News Ltd., and directors of 
that firm, the Star and the News 
Chronicle, were members of a 
congregation of some 500 that 
included men and women distin- 
guished in public life, journalism, 
and literature. William Clark 
represented the Prime Minister. 

The service was conducted by 
the Rev. Sidney A. Williams, 
Vicar of St. Martin-in-the-Field. 


ABC sales figur 


es’ 


—BUREAU’S RETIRING CHAIRMAN 


| A drive on trade and technical 
journals to increase their mem- 
bership of the Audit Bureau of 
Circulation was foreshadowed 
by C. W. V. Truefitt (Asso- 
ciated Newspapers), the retir- 
ing chairman, in his speech at 
the ABC’s annual meeting. 

The present membership among 
these journals, which attracted 
a large advertising revenue, but 
which at present stood at only 
68, had been the subject of 
comment at the Advertising 
Association Conference at 
Brighton, he said. 

In company with other members 


of the ABC council he had dis- 
cussed the matter with some of 
the leading publishers in the 
field, and they were now 
“aware of the growing desire 
for ABC net sales figures,” he 
said. 


Mr. Truefitt also revealed that a 
committee had been set up to 
consider ways by which the 
ABC could promote its inter- 
ests. 


The new chairman is F. J. Eccle- 
ston, advisory accountant to 
the Beecham Group. 


(See Mainly Personal, page 48.) 


This new “Hull Daily Mail’ neon 
sign has been installed on the paper's 
building in Hull. 


Outdoor survey 
of Birmingham 


An up-to-date poster survey of 
Birmingham has been compiled 
by the Outdoor Surveys Bureau 
of Information, the new organisa- 
tion formed recently (ADVER- 
TISER’S WEEKLY exclusive, April 
20) to publish quarterly poster 
surveys of the country on a sub- 
scription basis. 

The survey of Birmingham, 
says principal! J. K. Bartlett, was 
commissioned originally by one 
agent, who has now given permis- 
sion for OSBI to publish the re- 
sults. 

It contains a statistical break- 
down of posters and sites in the 
city, arranged under product 


groups. 
It sells at £5 5s. 


New Lyons sweet 


Rich Caramels, a new line by 
J. Lyons and Co., have been 
launched in the North of Eng- 
land. They are in packets of 


seven and retail at 4d. Promo- 
tion at the moment consists of 
point-of-sale displays only. 


‘Quote dollar 
prices in ads’ 


A “reader service’ card, bring- 
ing American readers of British 
magazines into direct touch with 
the advertisers, has produced an 
overwhelming response. Re- 
quests have been received for 
a wide range of goods. 

This is stated in an article in 
the News Bulletin of the British 
Commonwealth Chamber of 
Commerce in the USA, by John 
Marsh, president, British Publi- 
cations, Inc.. who represent a 
number of leading British maga- 
zines there. 

“The American readership of 
British magazines represents a 
very live market for British 
goods and merits the attention of 
British manufacturers, particu- 
larly in view of the pressing need 
for dollar exports,” he writes. 

Direct mail sales account for a 
very high proportion of the total 
retail purchases made each year 
by the American public, and Mr. 
Marsh believes, the insertion in 
the body of an advertisement of 
a dollar price and the namé of 
an agent in the USA could pro- 
duce some very tangible results. 


| 


IPA, AA HOLD 
COURSE FOR 
LECTURERS 


The Advertising Association 
and the Institute of Practitioners 
in Advertising are organising a 
training course for lecturers and 
potential lecturers in advertising 
subjects on Saturday and Sunday, 
June 30 and July 1, at 44 Belgrave 
Square, S.W.1. 

Purpose of the course is to help 
those taking classes at the even- 
ing institutes and colleges which 
provide courses for the Advertis- 
ing Joint Intermediate Examina- 
tions. The course will be staffed 
by a resident tutor and _ lec- 
turers from Garnett College, the 
LCC's Technical Teachers’ Train- 
ing College. 

The course will cover the prin- 
ciples of teaching; preparation 
and planning of lectures; pre 
sentation of lessons; and teach- 
ing aids. Two sessions will be 
devoted to practice lessons and 
one to practical problems. There 
will be time at each session for 
full discussion. 

Numbers will be limited to 40. 
Applications should be sent 
to either the AA or the IPA. 


IAMA_ branch 
visit Mullard 


Members of the Manchester 
branch of the Incorporated Ad- 
vertising Managers’ Association, 
with their wives and friends, 
visited the Mullard works at 
Blackburn last week, where they 
saw the various processes of 
manufacture involved in the pro- 
duction of radio and television 
valves and tubes. The party was 
joined at lunch by C. de Witt. 
managing director of Mullard 
Blackburn Works, Ltd., and Clive 
Barwell, president of the IAMA, 
and general publicity manager of 
Mullard Ltd. 


The new sign for the P & O Steam Navigation Co. being erected at the 


West End office, Cockspur Street. 


The sign was designed by Edward 


Burrett and construction work was completed by Claude-General Neon 
Lights Ltd. 
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ATV SELL TIME IN SEVEN GROUPS 


Some rates up—‘but revaluation 


will help our advertisers’ 


A “revaluation” of advertising rates, combined with greater 
booking flexibility—“which will give the advertiser better 
value for his expenditure”’—was announced this week by 
Patrick Henry, sales director of Associated TeleVision Ltd., 
when he issued two new rate cards. 


The first rate card (a supple- 
mentary one) concerns the pre- 
sent period until September 15; 
the second will be effective from 
September 16, when the A to G 
system of time classification is 
being introduced. ABC Tele- 
vision Ltd. already use this 
system. 

Fixed spots are now available 
at any time requested, on both 
the London and Midland stations. 
The smaller advertisers are fur- 
ther helped by the introduction 
of 10-second slides-on-film with 
sound, which will be available as 
a “miniature magazine” called 
“Market Place.” 

These will normally be at 
about 10 p.m. each evening on 
London weekends and Midland 
weekdays. 
also being 


“short” is 
immedi- 


A special 
introduced 


Cicely Courtneidge and Jack Hulbert 
have just completed their first TV 
commercial in co-operation with 
Foote, Cone & Belding Litd., for 
Quaker Oats Lid. The commercial 
will be shown on the Birmingham 
station during June and July 


New commercial 


The old German folk-tune, 
Ach du Lieber Agustin, known in 
this country as “The More We 
Are Together,” is being used in 
a new TV commercial prepared 
by Colman, Prentis & Varley Co. 
Ltd. to advertise Mann’s Brown 
Ale. The commercial includes 
product-mentions at a rate of 
over one per second in a 15- 
second commercial, say CPV. 


ACE guest 


Chief guest at the May lun- 
cheon of the Association of 
Circulation Executives was BBC 
commentator Brian Johnston. 
Mr. Johnston gave a talk on his 
experiences in television. 


ately after the weather forecast. 

A “bonus” scheme for adver- 
tisers was discussed, but has now 
been dropped. 

Among the rates announced 
for the current period are: 

Weather-spots, London £50, 
Midlands £25. Advertising maga- 
zines, London (Sundays 6 p.m.), 
one minute, £250; Midlands (10 
p.m. or later), one minute, £150. 
“Market Place” spots, London 
£70; Midlands, £35. 

Examples of the rates that 
come into operation on Septem- 
ber 17 are: London, “A” time, 15 
seconds, £425; 30 seconds, £665; 
60 seconds, £950. “G” time, 15 
seconds, £65; 30 seconds, £105; 60 
seconds, £150. 

Comparable figures for the 
Midlands are: “A” time, £270, 
£420, £600; “G” time, £15, £35, 
£50. In some cases this will re- 
sult in a reduction in rates; in 
others, in a rise. 

“A” time on Sunday evenings. 
for instance, drops from £1,000 
to £950; whereas “C™ time on 
Sunday afternoon goes up from 
£600 to £750. 

It is claimed, however, that the 
total effect of the “revaluation” 
of the rates, combined with 
greater flexibility achieved by the 
use of the A-G system of classi- 
fication and the availability of 
fixed spots, works to the advan- 
tage of the advertiser. 

Normally four of the Market 
Place spots will be transmitted 
together, complete with introduc- 
tion and closing. As a service, 
production of slides-on-film for 
these spots is handled by ATV at 
an additional production charge 
of £15 for the first transmission 
and £1 for each repeat whether 
in London or the Midlands. 

The rate for one-minute adver- 
tising magazines, live or film, will 
be: London afternoons, Sunday 
£300, Saturdays £175; Midlands, 
afternoons £90, evenings £175. 


£90 a minute for 


periods on weekdays. This is 
being arranged jointly by the 
three Monday-to-Friday con- 
tractors. 


The programmes which will 
be networked to London, the 
Midlands and the Northern 
regions will feature sport and 
public events. 


ee 
Be ee 


In conjunction with the Advertising Practitioners Television group and 
Herald Productions RLT (Holdings) Ltd., R. Anderson (Advertising) Co. 


Lid. have prepared one-minute gr for ei 
Litd.). 


Empire Hotels (Spiers and Pond 
hotel advertising on TV. Shootin 


NEW S UMMER 


ht of the hotels belonging to 
his is claimed to be the first 


is here taking place tn the Queens 
Eastbourne 


ADS ‘JUSTIFY 


AFTERNOON TV’ 


Associated-Rediffusion Ltd. state that there is already sufficient 
new advertising to justify the afternoon programmes which they are 
televising between 3 p.m. and 5 p.m. on weekdays throughout the 


summer months. 

John McMillan, acting con- 
troller of programmes, told a 
press conference last week that 
these additional programmes 
were bringing new money in 
from both new and existing 
advertisers. 

A-R, Associated TeleVision 
Ltd. and Granada TV Network 
Ltd will each be responsible for 
one-third of the programmes, 
which will be networked by all 
three contractors (see below). 


Prestige film 


The press were shown a film 
“ Associated- Rediffusion Means 
Business,” which consisted of 
excerpts from the forthcoming 
television oan, strongly 
ular in appeal commen- 
a stressed that TV was just as 
good a selling medium during the 
summer as in the winter. This 
film is to be shown to agents 
and advertisers in 16 screenings. 
To am oon networking 
arrangemen Associated 
Tele Vision, wr. McMillen would 


networked spots 


All advertising included in 
the broadcasts will be trans- 
mitted simultaneously over the 
entire network. The following 
network rates will apply: 60- 


All time will be booked and 
invoiced through one office, 
the sales department of Asso- 
ciated TeleVision Ltd. 


only reply that these are now the 
subject of negotiations. Those 
with Granada remained un- 

Mr. McMillan said that the 700 
programmes that A-R would put 
out during the summer would 
include 22 new series, some of 
which it was ho would be- 
come permanent features. 


USA ‘interested’ 
in TAM system 


Two announcements were 
made to the press by Bedford 
Attwood, governmg director of 
Television Audience Measure- 
ment and of Attwood Statistics, 
on Monday. 

One was that at least two im- 
portant American concerns were 
interested in the introduction in 
the USA of a system similar to 
TAM. 

The second was that TAM 
were already beginning to oper- 
ate in this country a consumer 
panel designed to measure the 
actual purchases made as a re- 
sult of television advertising. 

Mr. Attwood had just returned 
from a 12-day visit to New York 
which he made in response to 
inquiries from people who, as 
he said, were interested in a 
“fast-moving service publishing 
minute-by-minute information 
weekly within five days.” 

For the consumer panel here, 
500 “ITA homes” in the London 
area were being used as a basis 
of comparison with non-ITA 
homes to indicate how commer- 
cial TV advertising affected 
actual purchases. The panel was 
in the “running-in” stage. 
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From next Monday the 
independent television net- 
work will broadcast special 
‘ live programmes during the 
morning and afternoon 
second spots, £60 each; 15- 
S| second. spots, £40 each; 
5-second short advertisements, 
a _ _ _ 
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‘Telegraph’ name 


ad manager 


T. Bassett-Powell has been ap- 
pointed advertisement manager of 
the Daily Telegraph in succession to 
the late A. S. Mitchell. He will 
join the paper on July 1. He is at 
the moment with The Times adver- 
tisement department, where he has 
been since 1949. He was previously 
with Goddard, Watts Ltd., Weldons 
and subsequently Amalgamated 
Press Ltd. 


* . * 
Denis Inchbald has joined the PR 
pe of Foote, Cone & Belding 
td. as a PR account executive. 
Mr. Inchbald has for the last two 
years been head of public and press 
relations for the British Industries 
Fair. Previously a PR account 
executive with F. C. Pritchard, 
Wood & Partners Ltd., he has also 
worked on the Daily Telegraph. 
*x * * 


Cecil Lewis, deputy programme 
controller of Associated-Rediffusion 
Ltd., leaves today (Friday). ‘“‘Re- 
organisation of the company’s pro- 
duction arrangements allows Mr. 
Lewis to take up a new appointment 
elsewhere,” says the official state- 
ment. Details of his new appoint- 
ment are to be announced later. 

* +. 


Richard Lonsdale-Hands has left 
for a six-weeks’ tour of the con- 
tinent, partly connected with the 
development of Plan (International), 
Ltd., the company whose formation 
was announced last week. He will 
visit Paris, Brussels and Rome. 


Group ad manager 


James M. Lyons has been ‘ap- 
pointed advertisement manager of 
the Glasgow Herald, Evening Times 
and The Bulletin. Before joining 
the head office staff two years ago, 
Mr. Lyons was for many years an 
advertisement representative for the 
Outram group in London and the 
provinces. 


Sir Leonard Lord, who is president 
of the Institution of Production 
Engineers, president of the Produc- 
tion Exhibition, and chairman and 
managing director of the British 
Motor Corporation (left) talks to 
E. A. Gorton, Hoover Ltd. press 
officer, at the Hoover stand at the 
Production Exhibition at Olympia. 


The staff of Stuart Advertising 
Agency Ltd. have formed a film 
society. President is J. R. M. Brum- 
well, chairman J. D. S. Birkenshaw, 
secretary Miss Ann Vickery, and 
treasurer Mrs. Marion Layton. 
full programme of classical feature 
films will be given frequently. 


- *x + 
K. J. Peters, editor of the 
Evening Express, Aberdeen, has 
been appointed editor of The Press 
and Journal, Aberdeen, the Kems- 
ley morning covering the north-east 
and north of Scotland. Robert 
Anderson, editor of The Weekly 
Journal, Aberdeen, succeeds Mr. 
Peters as editor of the Evening 
Express, and K. W. M’Gregor has 
been appointed editor of The 
Weekly Journal. - 
* 


L. C. Whittingham has been 
appointed advertisement manager of 
Advertisement Parade. 

oe * * 

At the third annual conference of 
FIDOR (Fibre Building Board 
Development Organisation), now 
being held at Amsterdam, talks on 
“Public Relations” and ‘Market 
Research” are being given by F. J. 
Lyons. Delegates from eight coun- 
tries are attending. FIDOR PR is 
handled by F. J. Lyons Ltd. 


Greenlys post 


Bill Hellicar has joined Greenlys 
Ltd. to take up the newly-created 
executive position of over-all art 
director, Working in this capacity 
under the agency’s creative and 
marketing director, H. Underwood 
Thompson, he will be responsible 
for the day-to-day activities of 
Greenlys’ three creative groups and 
studio. He was formerly with 
W. S. Crawford Ltd., where he 
spent 25 of his 30 years in adver- 
tising and where, in recent years. 
he had been a senior visualiser and 
group leader. 

* * 

Two new appointments have been 
made to the staff of Homes & 
Gardens. Mrs. Psyche Pirie, expert 
on interior decoration, has joined 
as furnishing editor, and Peter New- 
bolt, who has been production 
manager of Country Life Books and 
more recently typographical adviser 
to the Hazell, Watson & Viney 
group, and became art editor last 
December, will also be assistant 
editor. 

. * 

Harry Simpson, of Simpsons 
Manufacturing Pty., Ltd., Burnley, 
Victoria, who are clients of Dudley 
Turner and Vincent, Ltd., arrives in 
this country early in June. He will 
contact British manufacturers of 
proprietary chemists’ and grocers’ 
lines with a view to helping them 
penetrate the Australian market. 

* * * 

James Taylor, who for the past 
24 years has been city development 
officer and public relations officer 
to the Coventry City Council, is 
a Before going to Coven- 
try, r. Taylor was secretary of 
the Falkirk, Grangemouth and Stir- 
lingshire Development Association. 

* * 


Blair W. Eames, director of Sells 
Ltd., has become the father of a 
boy, whose name will be 


Bruce Farquhar 


Next BPAA 
president 


Bruce Farquhar (General Billpost- 
ing Co., Ltd.) will be appointed 
president of the British Poster Ad- 
vertising Association, at the Associa- 
tion’s annual conference at 
Llandudno next Tuesday. Alderman 
James Bleakley (Manchester Poster 
Services Ltd.) will be deputy presi- 
dent. 


* * * 

lan F. Buchanan, managing direc- 
tor, Granthams of Reading, missed 
this year’s Brighton Conference 
because on the Saturday Mrs. 
Buchanan presented him with a 
baby boy. 

* * * 

Stuart Stark has returned on 
several months’ leave from India, 
where he is advertising manager of 
the Imperial Tobacco Co. He is vice- 
chairman of the Indian Society of 
Advertisers, councillor of the ABC, 
a committee member of the C 
cutta Advertising Club and a lec- 
turer on advertising. His brother, 
Peter, who went to Canada eight 
years ago to join the Walsh agency, 
has also returned to this country. 
A third brother, Graham, is the 
comedian. 

a * oe 

New sales director of G. & J. 
Weir Ltd., Glasgow engineers, is 
Andrew C. Smith, who is at the 
moment manager of the London 
office. He has been with the com- 
pany since 1930. 

*x 


* * 

Gerald Withers, until recently 
with British Industries Fair Ltd., is 
to run The Observer's “Sixty Years 
of Cinema” Exhibition, which opens 
next Friday at Hampton's old build- 
ing in Pall Mall East. 

* * 


* 

Remington Rand Lid. have ap- 
pointed John Winton as assistant to 
the general sales manager of office 
equipment. He was formerly area 
sales manager of the systems divi- 
sion at Bristol. 


BOAC change 


John Wilson, former BOAC 
advertising manager, has joined 
Erwin Wasey and Co., Ltd., as a 
senior account executive. Succeed- 
ing him as advertising manager for 
the Corporation is his former assis- 
tant, Alec Jones, who joined the 
advertising branch of BOAC in 
1947. Mr. Wilson, who is 36, has 
had several years’ agency experi- 
ence with S. H. Benson Ltd. He 
joined Colman, Prentis & Varley 
Ltd. in 1948, and became Goya's 
advertising manager in 1950. 

* -_ 

Albert C. Hornsby has joined 
Gordon & Gotch Printing Ltd. as 
a representative. Mr. Hornsby was 
an apprentice machine minder with 
Vacher & Sons, Great Smith Street, 
when he was 15. 
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Jones Bill Hellicar 


P. C. M. Lamb has _ been 
appointed organiser on the staff of 
the London Master Printers’ Asso- 
ciation in succession to the late 
F. A. Chivers. Mr. Lamb was for- 
merly in the production services 
division of the Central Office of 
Information. 

* * * 

Jessica H. Maxted, a director of 
Jessica H. Maxted Ltd., will fly to 
New York on Monday. She expects 
to be away for several weeks 

* os * 

Miss Shirley Meredith, at present 
fashion editor of Women’s Wear 
News, has been appointed home and 
fashion expert for Home News. 

o 

Eric Schubert-Stevens, until 
a, chief designer with Mer- 
cury —_— Ltd., has been ap- 
pointed display and exhibition man- 
ager —_, lock and Anderson. 

* 

John O'Farrell, who has been for 
three months with Rumble, Crow- 
ther & Nicholas Lid., has left te 
become space buyer with Nevin D. 
Hirst (Advertising) Ltd. 


OBITUARY 
S. Gordon Coller 


The death occurred last week, at 
the age of 39, of S. Gordon Coller. 
advertising and sales romotion 
manager of Associated TeleVision. 

Before joining ATV last Decem- 
ber, he was chief executive officer 
with the National Milk Publicity 
Council. Previously he had held 
a number of public relations posts, 
and from 1949 to 1953 was in charge 
of sales and business administration 
with Edward Coller & Co., whole- 
sale paper merchants and manufac- 
turing stationers. 

Mr. Coller was a graduate of 
Oxford (Magdalen College) and 
spoke four languages. He was active 
in local affairs, and was especially 
interested in the preservation of the 
countryside. He leaves a widow. 


F. Loveridge 


The death has occurred, in his 
87th year, of Frank Loveridge, 
formerly director of Mather & 
Crowther Ltd. He joined the agency 
in 1903. Many of the accounts he 
obtained are still with the agency. 
He was appointed a director in 1930 
and though he retired from active 
service in 1938, he remained a mem- 
ber of the board until 1945. 

He was a founder Fellow of the 
Institute of Practitioners in Adver- 


tising. 
B. F. Paton 


Bailie Frank Paton, for over 30 
years managing director of James 
Paton Ltd., printers, a firm founded 
by his father, has died. He was 
61, and a past president of the 
Scottish Alliance of Master Printers. 
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—they are the hundreds of thousands of women 
who today read WOMAN'S ILLUSTRATED. Mount- 
ing circulation shoots WOMAN'S ILLUSTRATED 
right into the top woman’s weekly bracket with 
Woman, Woman’s Own, Woman’s Weekly. This is 
the most valuable and essential media group for 
selling to the woman's market. Today to cover this 
market thoroughly you must go into WOMAN'S 
ILLUSTRATED —now one of the big four in the 
woman's weekly bracket. 


An aP Publication — now 150,000 and going up fast 


A.W. BURNETT, Advertisement Director, The Amalgamated Press Ltd., The Fleetway House, London, E.C.4. Central 8080 
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Nottingham 
Need for more 
overseas 


publicity 


At the monthly luncheon meeting 
of the Publicity Club of Nottingham 
held at the Bell Inn, the speaker was 
Lewis Hart, publicity manager of 
the Brush Electrical Manufacturing 
Co., Ltd., Loughborough. 

Under the title “Advertising and 
Publicity Campaigns,” Mr. Hart, 
who is also vice-chairman of the 
publicity committee of the British 
Electrical and Allied Manufacturers’ 
Association, stressed the  ever- 
increasing need for sound publicity 
and advertising campaigns by British 
industry, especially in overseas 
markets. 

He described what he considered 
to be the basis of a good campaign, 
both for a product with an 
and one 


essentially limited market, 

with wider appeal. 
Market research was a first essen- 

tial, and if a firm was large enough 


Club News 


it should send its own representative 
or alternatively take advantage of 
the many specialist organisations. 

The selection of media was the 
next step, and here the relative 
values of press, poster, direct mail, 
film, and television should all be 
given careful thought, particularly 
in their coverage of the right people 
likely to be sufficiently interested in 
the product to be prospective pur- 
chasers, he said. 


Albert honorary secretary, 
chairman, Michael 
with the chain of office at 
the first meeting of the 1956-57 
council of the Advertising-Press 
Club at the Metropole, Dublin. 


Price, 
invests the new 


Kenny, 


Leeds 
Raymond Worrall 


is chairman 


C. Roderick Gallant was _ re- 
elected president of the Publicity 
Club of Leeds at the annual meet- 
ing last week. Raymond Worrall. 
director of T. Mabane and Sons, 
Lid., was elected chairman. Others 
elected were: vice-chairman, Henry 
J. Sutcliffe; honorary secretary, S. 
Minson (re-elected); honorary trea- 


surer, Charles H. Dyson; honorary 
press officer, W. C. Strachan (re- 
elected); executive committee : Miss 


R. Barnes, W. Diggle. J. M. Kirwin, 
R. S. Lindgren. S. J. Minson, W. ¢ 
Strachan, J 
Wilson 


R. Wayne and M 


4. Marrion, 


the new chairman, W. E. Willson, 


retiring chairman of the Publicity Club of Leicester, 


with the badge of office. 


installs 
Looking on 


are D.C unliffe, vice-chairman (left), and Frank Coulson, president. 


Advertising- Press 


Guest nights 
win members 


Miss Maureen O'Sullivan (retiring 
honorary secretary), reviewing an 
active year of work at the annual 
meeting of the Advertising-Press 
Club in Dublin told members that 
guest nights—particularly Ladies’ 
Night—had proved the best single 
means of winning new recruits. 


The report of the honorary 
treasurer, Miss Eithne McBrien, 
showed a credit balance on the 


year’s working, with profits made on 


both the annual dance and a 
Christmas Party. 
The outgoing chairman, Albert 


Price, also surveyed the year and 
then opened the discussion on the 
offer of premises for club head- 
quarters. This was declined. 

There was a brisk nomination of 
candidates for the 1956 council and 
the following were elected: Miss 
Eithne McBrien (O’Kennedy- 
Brindley), Miss Winifred Stacey, 
George Gamlin (McConnell’s Adver- 
tising Service), Michael Kenny 
(Kenny's Advertising Service), Alan 
Maxwell (Jrish Press), Michael 
O'Connor (Irish Times), Peter 
Owens (Domas), John O’L Kennedy 
(Mount Salus Press), Albert Price 
(W. D. and H. O. Wills) and Walter 
Mahon-Smith (The Standard). 


Hull 
Talk on commercial 


television 


At a meeting of the Publicity Club 
of Hull, George A. Cooper, adver- 
tisement controller of ABC Tele- 
vision Ltd., said that he thought that 
commercial television could increase 
the amount of money coming into 
advertising and that it need not 
affect other media. 

He said it was estimated that there 
would be 2,600,000 homes able to 
receive commercial programmes by 
January. Mr. Cooper was accom- 
panied by R. Fitchett, of the Pathé 
Picture Corporation. 


Regent 
Celebrity night 
Members and friends of the 


Regent Advertising Club met actor 
Henry Oscar and J. Arthur Rank 
starlets Beverly Brooks and Beth 
Rogan at the second celebrity night 
held at the club's premises in 
Chesterfield Street last week. Miss 
Brooks has a part in the new British 
picture of Paul Brickhill’s book 
“Reach for the Sky.” while Miss 
Rogan has made a number of adver 
tising films 


London Cup: Change 
of procedure 


A different procedure is being 
adopted for the presentation of 
the Publicity Club of London 
Cup today (Friday). 

Previously the presentation has 
been made in the Mansion House 
and has been followed by a 
luncheon for the Club's presi- 
dent, the Lord Mayor, at an 
hotel. But this year's recipient, 
Norman Moore, will receive the 
Cup at the luncheon to the Lord 


Mayor (Ald. C. L. Ackroyd), 
which is being held in the 
Egyptian Hall of the Mansion 
House. 


Norwich & Norfolk 
Telling story 
of industry 


An industrial correspondent 
employed by the local Chamber of 
Trade or by a trade association was 


one of the suggestions made by 
F. L. Stevens, secretary of the pub- 
licity committee of the Federation 


of British Industries, when he spoke 


at a meeting in Norwich of the 
Publicity Club of Norwich and 
Norfolk 

It seemed natural, he said, that 


trade associations should become 
the guardians of their sections of 
industry's public relations. The 


making of films showing the work 
of industry should also be the job 
of the association . 

Mr. Stevens’ Subject was “Telling 
Industry's Story.’ 

“Disaster is news anyway,” he 
said. “The good story, the story of 
achievement, needs a little more 
effort and in the past we have not 
really made the effort.” 
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Leicester 
po anime ta 


Club to move 
fo new 
headquarters 


At the annual general meeting of 
the Publicity Club of Leicester last 
week, W. E. Willson was elected 
chairman in succession to A. Mar- 
rion and D. Cunliffe was elected 
vice-chairman. R. S. Jenner, honor 
ary secretary, W. L. Whitchurch 
honorary treasurer, and H. Howard. 
honorary assistant secretary, were all 
re-elected. 

Three new vice-presidents 
elected: Cr. Mrs. C. E. Jackson, 
chairman of the Leicester City 
Council's publicity committee; Mr. 
Kelley; and Cr. W. E. Hutchins. 

Mr. Jenner said the overall pic- 
ture of the club showed a healthy 
state of affairs both financially and 
in the progress made in enhancing 
the standing of the club, locally and 
nationally. Membership now stood 
at 150. It was decided to transfer 
the club headquarters to the Grand 
Hotel. 


were 


G. Lord wins public 

speaking cup 

The annual competition for the 
Frank Coulson public speaking cup 
was held at the Bell Hotel, Leicester, 
last week. The winner was G. E. 
Lord, who spoke on “How re- 
sponsible advertising protects the 
consumer.” E. F. Heaton and K. G. 
Thorogood tied for second place. 
Other competitors were R. D. Beart 
and P. Gibb. 

Judges of the competition, which 
was Organised by vice-chairman Bil! 
Wilson, who is also chairman of the 
club’s public speaking section, were 
Frank Coulson, president, Oscar 
Farrant, adult education organiser. 
and the Rev. Cecile Thorne, vicar 
of Evington. 


Newcastle 
Camera-work in 
the Antarctic 


A man who spent last Christmas 
in the Antarctic spoke at a New- 
castle Publicity Club luncheon meet 
ing. He was Derek Williams, who 
sailed in the “Theron” as camera- 
man with the Commonwealth Trans- 
Antarctic expedition advance party 
last winter. 

“I spent Christmas Day walking 
on a gigantic raft of ice, exercising 
the dogs. But we had a wonderful 
Christmas, with the ‘Theron’ 
decorated, and parties going on 
board,” he said. 


Monday, June 4 

BRITISH POSTER ADV) RKTISING ASSOCIA- 
TION Coenferenc« opens at 
Llandudno 


Tuesday, June 5 


BRADFORD PUBLICITY ASSOCIATION 
luncheon meeting H. W. Edwards 
on **Education.’ Alexandra Hotel 
12.45 for | p.m 

SELF-SERVICE DEVELOPMENT ASSOCIA- 
TION meeting. Mrs. Amanda Barry 
on “The work of an advertising 
agency, with special reference to 
self-service retailing.”’ Howard 
Hotel Norfolk Street, W.C.2 
7 p.m 

Wednesday, June 6 

FLERL STREET COLUMN CLUB GOLF 


Ad Man’s Diary 


circLe. Summer meeting at Burhill 


PUBLICITY CLUB OF LEEDS. Annual 
golf competition and supper. Scar- 
croft Golf Club 

INCORPORATED SALES MANAGERS” 
ASSOCIATION. Luncheon talk. 
Thursday, June 7 

INCORPORATED SALES MANAGERS 


ASSOCIATION. Annual general meet 


ing 
INSTITUTE OF PACKAGING (Southern 
Area). James Pilditch on ‘*Packay- 
ing for the North American 
Market."" Management House, % 
Hill Street, W.1. 6.30 p.m 


DPSIGN AND INDUSTRIES ASSOCIATION 
Luncheon meeting. Overseas House 
Park Place, St. James's, SW. 
123 two 2M pm 
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To Account Executives 
with Direct Mail Clients 


We know Direct Mail can provide some big 
headaches. But it’s worth the trouble for 

the fuller message and the surer coverage of your 
market. And if you call in BIA at the start 

there’s no reason why your campaign shouldn't be 
trouble free. BIA have the most up-to-date, 

most comprehensive mailing lists in the country. 
For a successful campaign call in BIA — early. 


The first step is to ask your secretary to send for a copy of our “ Mailway ** catalogue 
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TV actor lan Fleming plays the part 
of a grocer who explains to a young 
housewife the different varieties of 
English cheese she can buy in a new 
16 mm. colour film made for the 
English Country Cheese Council for 
use during the Dairy Festival this 
month, The film was made by Film 
Partnership Lid. 


Russian journal 
will take ads 


Soviet Medicine, a monthly 
journal with 60,000 subscribers, 
is now available for British 
advertisers. F. C. Millington, of 
Millington Publications, who 
represent 32 Soviet journals, 
states that a number of contracts 
have already been booked. 

Millington Publications also 
represent the Hand Book of 
British Trade and Industry to be 
published in Zagreb, Yugoslavia, 
in March, 1957. Officially sup- 
ported by the Yugoslav Govern- 
ment, 5,000 copies, printed in the 
Serb-Croatian language, will be 
distributed to responsible organ- 
isations, chambers of commerce, 
Government departments, and 
private import and export firms, 
throughout Yugoslavia, 


PPA reminder on 
early selling 


The Periodical Proprietors’ 
Association is taking up com- 
plaints of early selling with the 
National Federation of Retail 
Newsagents. 

It is reminding the Federation 
that, under conditions of sale 
and supply, cases of early selling 
which cannot be satisfactorily 
settled locally may be reported 
to the PPA, through the Federa- 
tion head office, for action. 

The PPA is also reminding 
wholesalers of their responsibility 
for control of atic i. 


Lord Mayor 
to open the 
Dairy Festival 


When the Minister of Agricul- 
ture, the Rt. Hon. Derick Heath- 
cote-Amory, MP, invites the 
Lord Mayor of London, Ald. 
Cuthbert Ackroyd, to perform 
the official opening ceremony at 
the Royal Exchange, London, on 
Monday, Britain’s first-ever June 
Dairy Festival will have been 
launched in 27 towns in England 
and Wales. 

Afterwards the Minister of 
Agriculture and the Lord Mayor 
will inspect the Royal Exchange 
Dairy Festival Exhibition, “Milk 
and the Nation,” organised by 
the National Milk Publicity 
Council. The exhibition takes 
the form of five main tableaux in 
glass-fronted cases, and includes 
working models and transparent 
photographs in colour which 
light up at the touch of a button. 
The public will be admitted free 
of charge until Wednesday, 
June 13, when the exhibition 
moves to the Festival Gardens, 
Battersea Park. 

A Mansion House luncheon 
will also be included in the open- 
ing celebrations. 

Most of the Festival 
will have carnival 
dairy exhibitions, baby shows, 
cookery demonstrations, free 
visits to farms and dairies, and 
a Dairy Ball. “Milk Ambassa- 
dors” will reward waiters, 
waitresses and bartenders who 
offer them a glass of milk. Zée 
Newton will tour Festival towns 
and make personal appearances. 

The final judging of the 
National Dairy Queen competi- 
tion will be held at the Gros- 
venor House Hotel, London, on 
July 19. First prize will be £250 
or a luxury trip to America. 

Promotional plans for the 
Festival and milk publicity are 
being handled by Mather & 
Crowther Ltd. 


towns 
processions, 


O. Lawson Dick 


Walkers 


(showcards) (UR 3azy) 
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Sir Stephen Tallents. 


Great Britain, USA, 


Switzerland, Germany, Belgium, France, 
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Swatet® -qoivet 


Italy, 


Holland, Sweden, and Spain, all member nations of the International Gas 
Union, are exhibiting at the Gas Council headquarters some of the methods 


they use for selling gas. 
tomorrow (Saturday), 


This eight-langua 
was devised by R. J. 
the Gas Council, seen here at t 


e exhibition, which closes 
= os — manager of 


NEW ACCOUNTS, STAFF FOR 
EXPANDING PR COMPANY 


Expansion of Public Relations 
Associates Ltd. has led to seven 
new staff appointments. A 
number of new accounts are also 
being handled by the firm. 

Hugh Steele, formerly of the 
Daily Mail, becomes editorial 
executive. Also appointed to the 
news department is Geoffre 
Cox, who was previously with 
the Birmingham Gazette. 

Lady St. Davids has been ap- 
pointed to the consumer depart- 
ment of the company. Mrs. 
Pauline Wiltshire and Mrs. Joan 
Lewis, both of whom worked for 
the publicity department of the 
Rank group, have also joined the 
department. 

Two new appointments have 
also been made to the Scottish 
office of Public Relations Asso- 
ciates in Glasgow. John Morris, 
who was formerly on the Scot- 
tish Daily Mail, has been ap- 
pointed manager, and lan Mac- 
taggart, lately assistant editor of 
the Ayr Advertiser, has joined as 
an executive. 

Oliver Lawson Dick was ap- 
pointed managing director of 


R. Carrier. 


Public Relations Associates two 
years ago and was joined on the 
board shortly afterwards by 
American Robert Carrier. 

Sir Stephen Tallents is consul- 
tant to the company on all 
accounts. 

New accounts for the company 
include Spicers Ltd., Showerings 
Ltd., Pepsi-Cola Ltd., 
Coate and Co. Ltd., 
Black and Co. Ltd., 
Linoleum Manufacturers’ 
ciation. 


Martin 
and the 
Asso- 


National vend 
safety drive 


Following the publication of 
the Report of the Government 
Committee on Road Safety Deal- 
ing with Child Cyclists, the Royal 
Society for the Prevention of 
Accidents announced on Monday 
a special national campaign 
which will help to implement 
three of the Committee’s recom- 
mendations. 

The campaign, consisting of 
posters and leaflets, will be run 
throughout September, October 
and November by the Society, in 
conjunction with the Ministry of 
Transport and local road safety 
committees. The theme will be 
“Mind That Child. = 


Press cuttings & PROs 


The fourth annual congress of 
the Federation Internationale 
des Bureaux d’Extraits de Presse 
will be held in Stuttgart, Ger- 
many, from next Thursday to 
Sunday. Among the subjects to 
be discussed will be the relation- 
ship of press-cutting bureaux 
with PR organisations. 
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University aid 
for Australian 
advertising 


Following the announcement 
of the setting up of a Research 
Fellowship in Advertising and 
Sales Promotion at the London 
School of Economics comes news 
that in Australia also advertising 
is acquiring university status. 

John Humphrey, secretary of 
the Australian Association of 
Advertising Agencies, who is now 
in this country, says that Mel- 
bourne University intends to ap- 
point a lecturer in advertising 
within the faculty of commerce, 
and the New South Wales Uni- 
versity of Technology is con- 
sidering establishing a course in 
advertising. 

A professor of advertising from 
one of the American universities 
has been invited to give a series 
of lectures in Sydney and Mel- 
bourne (to which business people 
will probably be invited) in con- 
nection with the setting up of the 
lectureship. 

In this way, says Mr. Hum- 
phrey, it is hoped that young 
people who study economics at 
universities will be taught to 
appreciate the role of advertising 
in the distributive process. 

There is a great shortage of 
advertising talent in Australia, 
and he is particularly interested in 
our methods of education in 
advertising. In view of the im- 
pending launching of commercial 
television in Australia, he has 
also been studying its operations 
here, particularly as it affects 
agency management. 

(See Mainly Personal, page 48) 


Religious campaign 
The Advertising 
Group will hold a_ conference- 
table “get-together” on Monday 
evening. June 11, at St. Bride's, 
Fleet Street. The object will be 
to work out a hypothetical plan 
as.the basis for a limited budget, 
nation-wide religious advertising 
campaign. 


Christian 


Filming has started at the new Anglo-Scottish Halliford Studios 
Lane, Shepperton, which were completed last month for 


Production Facilities Ltd. 
owning company. 


Manygate 
Anglo-Scottish 


The use of the studios is not restricted to the 
They are available for hire to outside producers who 


are able—through the production company Anglo-Scottish Pictures Ltd.—to 


call on the studios’ 
cameramen, etc. 


high. 


production team of scriptwriters, 
Therz are two soundproofed stages in the new 
one 60 ft. by 60 ft. and the other 60 ft. 
This picture shows the scene during the production of “The 


directors, lighting 
studios; 
20 ft. 
Pool,” 


by 40 ff., 


each stage being 


a half-hour feature film by Skyline Films. 


NEWS FROM FRANCE... 


June 1, 


48 YEARS OF 
LT POSTERS 


An exhibition of forty London 
Transport posters—some of them 
rare copies—was opened on Wed- 
nesday of last week in the public 
library and museum at Buxton, 
Derbyshire. The exhibition will 
be open to the public until the 
end of June. 

The posters, some of which 
date from 1908, feature land- 
marks of London and _ the 
suburbs. 


1956 


1908 poster 


They range from the first 
Underground poster of which 
any record has remained—John 
Hassell’s “No Need to Ask a 
Policeman” of 1908—to Peter 
Robinson's 1956 poster 
“Museums and Art Galleries.” 

Among the artists whose works 
are on show are Dame Laura 
Knight, Sir George Clausen, Sir 
Frank Brangwyn, and Edward 
Bawden. 


. . . By Mostyn Mowbray 


Top artists design posters for Air France drive 


Two of France's leading 
literary figures, André Maurois 
and Jean Cocteau, have written 
introductions to the luxuriously 
produced booklet put out by Air 
France to mark the launching 
last month of a special new series 
of posters for distribution 
throughout the world. Eleven 
leading French artists were 
engaged to turn out what this 
airline terms “variations on a 
theme”—the theme being Air 
France’s world-wide network, 
and the variations consisting of 
more or less stylised graphic 
representations of some of the 
countries and continents covered 
by Air France routes. 

Jean Carlu, the “high priest” 
of French poster art, supervised 
the work of the 11 artists con- 
cerned: Jean Colin, Paul Colin, 
Jacques Dubois, Guy Georget, 


rae el. 


This group of advertising managers and representatives of the national 
gardening journals recently visited the premises of J. Amand, bulb growers, 


at Holbeach, 
and V. 


Lincs. 
Pethick—directors of V. 


Also in the picture are Jaques Amand, H. W. F 


Flood 


Pethick Ltd. —and A. Hellyer, editor 


of * ‘Amateur Gardening.” 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


Eric Lancaster, Hervé Morvan, 
Jean Picart Le Doux, Bernard 
Villemot, Jacques Nathan, Ray- 
mond Savignac and Charles 
Loupot. 

M. Carlu has not, however, 
contributed a poster to the series 
himself. “One cannot,” he says, 
“conduct the orchestra and play 
the violin at one and the same 
time.” 

“The aim,” states Jean Carlu, 
“was to produce a set of posters 
which would not only effectively 
perform their function as adver- 
tising media, but would also be 
significantly expressive of one of 
the most vitai and flourishing 
branches of French art. 

“For this purpose, the artists 
were selected from the most 
representative exponents of pre- 
sent-day trends in. French poster 
design. It is to be hoped that the 
multitudes who will be seeing 
these posters all over the world 
will find in them the message of 
friendship that France has al- 
ways succeeded in communicat- 
ing so effectively through the 
universal language of art.” 

The British public, says Air 
France’s Paris office, will be 
seeing the new series of posters 
early this month. 


* * * 


Every year, the Foire de Paris 
the Paris International Trade 
Fair—breaks new records. Held 


this | year from May 5 to 21, the 


PROPRIETORS 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


event attracted 3,800,000 visitors 

100,000 more than in 1954. 
The amount of business trans- 
acted was 10 per cent up over 
last year; buyers came from 86 
different countries, 56 per cent 
of them from Western Europe. 

French wines, including cham- 
pagnes, enjoyed a boom, 
especially with Scandinavians, 
South Americans, Egyptians, 
Greeks and Dutchmen. 

Hardly had the gates closed on 
this year’s last departing visitor 
than the organisers began plan- 
ning the 1957 Fair. 


* * * 


The Fifth International Paper 
and Printing Exhibition, to be 
held in Paris from June 22 to 30 
this year, promises to be of out- 
standing interest to all concerned 
in the papermaking, printing and 
graphic arts industries. 

Covering a total area of over 
430,000 square feet—twice the 
space occupied by the 1954 
exhibition—the show will group 
425 exhibitors drawn from 13 
different countries. 

Great Britain will be repre- 
sented by 36 firms, along with 22 
from the USA and 100 from 
Western Germany. Other Euro- 
pean countries whose products 
and machinery will be on view 
include Czechoslovakia, East 
Germany, Switzerland, Italy, 
Belgium, Denmark, Norway, 
Sweden, Holland and Austria. 
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TELEVISION PROVES ITS POWER 


to sell cosmetic and 
toilet products 


Getting the NAME known 


Television raises Revlon lipstick to brand-leader 


Just before the opening of Independent Television, TV Research 
(Gallup Poll) Ltd. asked a representative sample of London 
women with sets equipped to receive ITV what was the first 
name they thought of in lipstick. Only 4°% said “Revlon.” But 
at the end of January 1956, when the same question was asked, 
26°, of all women in the London ITV area replied “*Revion.” 
This was a higher proportion than for any other lipstick brand. 


Television increases brand-awareness for toilet products 


Already in its first six months, television advertising has 
brought about equally dramatic changes in the brand status of 
many other cosmetic and toilet products. Just before the open- 
ing of Independent Television, TV Research (Gallup Poll) 
Ltd. asked a sample of Londoners: ““What is the first name 
you think of in (product group)?” A few months later the 
same question was put to another sample. The answers are 
tabulated separately for homes with or without ITV. 


GILLETTE RAZOR BLADES 


NON-ITV HOMES 


177 
WI SE 
— 
i ] 


Always a brand-leader, Gillette neverthe- Advertised on television, Philishave 
less greatly increased their lead over climbed dramatically to second place on 
competitors in only three months. the list mentioned first in ITV homes. 


PHILISHAVE RAZORS 


ITV HOMES NON-ITV HOMES 


Consumers BUY ATV-advertised products 


Getting the name known is the first step: the sales which 
follow are the real test. And here, television acts with astonish- 
ing speed. 

One example is the single appearance on ATV of the Harlene 
Company’s new colour rinse, “Smoke,” a special rinse for 
white or greying hair. ““Smoke”’ was mentioned in a Marshall 
& Snelgrove advertising magazine on Sunday, February 19. 
Viewers were told they could buy “Smoke” for home treat- 
ment from the store’s cosmetic department, or make an 
appointment with the beauty salon for a “Smoke” rinse. 


The next day, 5 gross bottles of “Smoke” were sold in the 
cosmetic department. The beauty salon was besieged with 
telephone calls and, although “Smoke” was advertised on 
television on this one occasion only, appointments for the 
treatment were booked at an average rate of 10 per day for 
over a month afterwards. 

If this is the sort of thing that happens on a small scale, what 
happens to the sales of cosmetics advertised regularly on 
television? 


Revion sales following ATV advertising 


Revion launched their new hair-spray “Satin Set” in July, 
1955. When television advertising became available in Sep- 
tember, they introduced their product to ATV audiences. The 
results were immediate. Already in October, sales in the 
London area (which, in the past, had been roughly in step with 
those in the rest of the country) rose rapidly. Orders booked by 
salesmen in the London area jumped 42°, while orders out- 
side the area declined slightly; and sales by Revlon demon- 
strators in London stores climbed from 43°, to 57% of total 
sales by demonstrators throughout the country. 

Other ATV advertisers of cosmetic and toilet products tell 
the same story of rapidly rising sales and increasing retailer 
demand. If you have not already seen the ATV leaflet on the 
subject, please send for one. It gives detailed information on 
how advertisers in this field successfully used television. No 
advertiser, large or small, can overlook the proved power of 
television to sell cosmetic and toilet products. And, if you will 
write or telephone to ATV, you will find that it costs far less 
than you think. 


{ Ip 


SELLS MORE-CGOSTS LESS! 


London weekend and Midlands weekday programmes 


Associated TeleVision Limited, Television House, Kingsway, London, W.C.2. Telephone; CHAncery 4488 


Advertising Agents: Gillette Razors — W. S. Crawford Lid. ; Philishave Electric Razors — Erwin Wasey & Co. Lid.; Revlon—McCann-Erickson Advertising Lid.; 
Edwards Harlene Lid. — James M. Greenwood Advertising Ltd. ; Marshall & Snelgrove — James M. Greenwood Advertising Ltd. 
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CO}M MEN 


PASTE THE 
PLANNERS 


When the members of the British 
Poster Advertising Association 
meet in Llandudno next week 
they should take the oppor- 
tunity to express publicly their 
dissatisfaction with the way in 
which the Outdoor Advertising 
Regu'ations are being adminis- 
tered. 

It is high time the Minister of 
Housing and Govern- 
ment was told in strong terms 
that it is his duty to give 
guidance, if not instructions, to 
local planning authorities on 
the uniform application of 
controls, 

The situation at present is totally 
unsatisfactory. Decisions on 
planning consent for site 
development are wildly incon- 
sistent, with even neighbouring 
authorities differing in decision 
in identical cases. 


Vague reasons 


The view of some outdoor con- 
tractors is expressed succinctly 
in “Town and Country Plan- 
ning” by J. Dorrington, general 
manager of Solosigns Ltd. 

He says the outdoor advertising 
industry “does. not object to 
the principle of control in the 
interests of public safety and 
amenity, but is gravely con- 
cerned at the way in which 
these controls are being 
administered.” 

Vaguely worded reasons for re- 
fusing consent, such as “The 
advertisement is detrimental to 
the amenities of the area” 
make poster men wonder how 
far the planning officer and his 
committee think things out 
before giving a decision. 


Wipe this out 


The truth is that the loosely 
worded regulations are used by 
local authorities to ban poster 
sites rather than to control 
them. 

The Minister shou!d be pressed 
to revise these regulations as 
soon as possible. Meanwhile 
he should tell the planners that 
they must not refuse consent 
unless there is a sound reason 


for doing so. 
The phrase “detrimental to 
amenities” should be obliter- 


ated from the regulations and 
from the minds of everyone 
concerned with their applica- 


TALKING POINTS 


savings campaign 


How strange are the ways 
of governments. Some 
despise advertising yet use it 
extensively; others praise it but 
fail to make good use of it. 
The present government has 
leading ministers who defend 
advertising regularly against 
critics in the Commons, They are 
not so active behind the scenes, 
however, when the Treasury gets 
to work with an economy axe. 
Consider the case of National 
Savings. The emphasis of the 
last Budget was on savings, and 
the Chancellor introduced his 
Mackintosh Bond scheme which 
calls for considerable explanatory 


publicity. 
Yet the National Savings 
Movement is having to spend 


£40,000 less than last year on its 
publicity. 

Explaining this ironic situation, 
a spokesman of the Movement 
said this week : 

“In common with other 
Government departments, we 
have suffered a cut, and this falls 
principally on our publicity vote. 
Our press advertising appropria- 
tion has been cut by £30,000 to 
£170,000 and that for outdoor 
advertising by £10,000 to 
£36.500.” 

They want to boost savings, so 
they cut publicity spending. It 
just doesn’t make sense! 


VOLKSWAGEN ADVANCE 


OME weeks ago this column 

aired a few opinions about 
the sales success of Volkswagen 
cars in markets which should be 
dominated by British cars. 

When our car men are asked 
why their German rivals are get- 
ting away with it without the aid 
of full-scale advertising, they talk 
about a mudslinging campaign 
run in newspaper correspondence 
columns and motoring features. 

Certainly as far as Scandinavia 
is concerned there is some truth 
in this story, but it is not the 
basic reason for the British 
failure to sell more. 

An article in the Leicester 
Mercury on Saturday pin-pointed 
the weakness. Under the heading 
“Why German Cars Outsell Ours 
on the Continent,” it stated: 

Other salesmen .. . are in- 
clined to think that the rise of 
the Volkswagen and the de- 
cline of British sales are due, 
not to the qualities of the 
respective cars, but to a cer- 


tain lack of initiative on the 
part of the British. 

British exporters do not use 
enough publicity, they say. 

In Copenhagen, many 
dealers also agree that lack of 
advertising is a cause in the 
decline of British sales. They 
maintain it would be just as 
easy for them to sell British 
cars as it is for them to sell 
German cars, if the British 
exporters would use more 
money on advertising. 


Yakity Daks 


During the Yakity Yak pro- 
gramme on commercial TV at 
the week-end, Sir Robert 
Boothby popped into the 
middle of a discussion on 
dress and announced loud and 
clear that seven men had 
asked him where he bought 
his new pair of DAKS 
\rousers. 

Was it an ad? 
rules being broken? 

It was not an ad, say the 
agents, Crawfords. 

Then it was the biggest 
“free _- so far on commer- 
cial TV 


Were the 


CHOLESTEROL 
HAT is “knocking” copy? 
Some cynics in publishing 
houses have been heard to 
describe it as copy which might 
upset other, bigger advertisers. 
Seriously though, there is a 
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‘Ads cut as Chancellor starts new 


growing feeling that everyone 
is becoming a little fussy and 
that it is time for a return to 
more robust copy. 


An advertisement for the 
British Trawlers’ Federation this 
week is likely to arouse rude 
comment in Smithfield Market. 

It starts with a wonderful word 
in the headline: How’s Your 
Cholesterol Content? 

Then comes the dire warning: 

“Do you like bacon and eggs 
for breakfast? Pork, lamb chops 
or steak for dinner, with a nice 
bit of fat? Very tasty! Good 
for you too—in moderation. 
You need fats and oils for 
energy. But there’s danger in too 
much of a good thing. The 
danger has a queer name. It’s 
Cholesterol. \t plays an im- 
portant role in causing coronary 
thrombosis, that form of heart 
attack which is one of the chief 
killers of this modern age. 
Animal fats raise appreciably the 
Cholesterol Content of the blood. 
If you are susceptible, the Chole- 
sterol furs up the arteries in your 
heart, and little clots of blood 
are liable to form in the already 
narrowed arteries. They cannot 
get through the channel. Circu- 
lation stops. You feel pain and 
shock. The heart muscle is 
starved of blood. It stops—or 
at least suffers bad scarring—and 
that’s that very suddenly and 
often with no warning.” 

How does one avoid sudden 
death? Simple. Eat fish. For 
“specialists at Cape Town” have 
found out that “the oils and fats 
of fish do not put too much 
Cholesterol in the blood.” 

Pass the Chlorophyll, please! 


TOMORROW'S TOPICS 


@ New packs for goods in self- 
service stores will carry vivid 
illustrations of cooked food, 
printed with fluorescent inks. 
Likely future development is 
a strip of treated material 
which, rubbed a finger, 
reveals the brand name. 


® Big battle in the canned fruit 
market will develop in the 
autumn following the import of 
heavy quantities of American 
produce. 

@ A new blade is to be introduced 
for the Rolls Razor. and record 
advertising is expecied to back 
its challenge to advancing com- 
petitors., 


® Vigorous competition in the 


footwear market will mean all- . 


media advertising for ever- 
lasting soles and new plastic- 
plus-rubber products. 


@ The Newspaper Society this 
month will approve a plan to 
promote advertising—display 
and classified—in the provin- 
cial press. 


@A new campaign for cider to 
break soon will be four times 
the size of any drive ever 
launched in Britain for similar 
products, 


@ One of Britain’s biggest maga- 
zine publishers is investigating 
the use of Day-Glo fluorescent 
ink for gravure. printing. 


ROUND TABLE 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 

15, Rue Centrale, Lausanne. 
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Associated- Rediffusion 
shows how T.V.'s biggest 
discountschemewill help you 


Take an initial appropriation of £75,000 


Book a 60 second spot every week for a year £50,700 


And a 15 second spot every week for a year £22,776 


TOTAL BOOKINGS £73,476 


Deduct your series discount £7,215 


£66,26| 


And your volume discount £986 


ACTUAL COST OF BOOKINGS £65,275 
You’ve saved £8,201 


ASSOCIATED-REDIFFUSION 


MONDAY TO FRIDAY every day a shopping day 


Television House - Kingsway - WC2 - HOL 7888 


| 
(and you still enjoy th¢ 
Associated-Rediffusion Bonus 
currently operating at 10 
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If you're after 
big game 


use a big gun 


When it is your product’s turn to be nation-wide news, 
in a day . . . when Retail Co-operation is imperative ... 
when the Promotion has got to go with a bang... . 

then it’s time to use the big gun. 

The rate for a WHOLE PAGE in the DAILY MAIL is £3250. 


Fair price for a VERY, VERY BIG BANG. 
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REVIEW OF ADVERTISING 


Despite the fact that advertising space in 


realm é 


4, fondly turms ne ther’* 


DESIGNED TO MAKE YOU HOMESICK 


buy The Trevetior 


home journals is far from cheap, many 
advertisers seem to give no creative thought 
to their announcements 


Advertisers with 
space to burn 


The memory of a cheertul fireside is 
treasured wherever you ar Wt 
your decoration scheme —tradi 
contemporary — Wades have a 
to suit. 1 luce 
men, a Wad place w . 
your toum’s pervnalit. "The wcicom says COPYTASTER 
; 4 
of a beautiful fireplace is alway . 
remembered. 
Write for the name of your acarest stockisi 


4. J. WADE LIMITED, Flaxman Tile Works, Burslem, Stoke-on-Trent 


. This advertisement Copy- 
taster notes, did have an idea. . 


LOVELY - but js it for you? 


Claygate Fimerraces 


(CLAYGATE FIREPLACES LTD 1 CLAVGATE + Stmeey 
. fe ee veer or Eee ~ Fn 


. «+ @Qnd neither did this. 


N the domestic disaster 
called spring cleaning all 
my recent cuttings have dis- 
appeared. They may turn up 


tor apparently suffered the 
same fate and never asked 
again I am having to pay a 
double return this year. 

From your point of view the 
result of the spring cleaning is 
that I have had to search in old 
files for advertisements that have 
been crowded out, but I do not 
see why it should be anything to 
grieve about. 


Making for confusion 


My first exhibit is four adver- 
tisements (out of a bag of eight) 
for fireplaces from one issue of a 
home magazine and I ask you to 
consider the mind of a woman as 


In fact the copywriter makes this 
clear by including a quotation 
from Goldsmith : 

“Wherer I roam, whatever 


ence. It is far too little and 
the resemblance is too great. 


Concentrating the interest 


If there had been even one 
original fireplace advertisement 
in the magazines it would have 
been a marvellous success, focus- 
ing on its maker al! the diffused 
and nebulous interest in fireplaces 
aroused by these pictures. 

That these eight advertise- 
ments should be so basically 
alike is almost Certainly the 
fault of nobody but the makers 
themselves. 

_ For three painful months I had 
just such a manufacturer as a 


ATiaplnl 
= = eh ngs lone 


: so? . — realms to see, my heart, un- 2 

gy yain, but as a veteran victim — ravelled, fondly turns to 
- thee.” 

ee «well aware that tidying up is So they are not all exactly 
usually synonymous with alike. There is a little difference 
~* throwing away. Last year it (as the lecturer said about men 
Yin seems to have been my income and women), but | am shouting 
_ tax demands and as the collec- 0 “hurrah” for the little differ- 


_GIRLINGSTONE 


othe Gives ert see 


Another of the eight undistin- 

guished advertisements for fire- 

places seen in one home 
magazine, 


preted, means “Printed in August, 


: ? ; 7 922, with a run of 8,000 copies.” 
she turns the pages. client and we found that we ! 
How can she possibly re- necded an interpreter, for we did R. a there were = 
member which maker produced not even speak the same th ut < = left, w of 
what fireplace? By the time she language. Year in and year out ows that, from one point 


has given, or thrown, away the 

magazine what can she have in 

her mind but confusion? 

The fireplaces are all beautiful 
in their fashion, I suppose, and 
most of the makers say so. 
Several of them could be set up 
in a graveyard and look quite at 
home there, of course, but how 
many British families will be de- 
terred—or even encouraged—by 
that? 

One of them has the ghost of 
an idea in his headline about 
being designed to make you 
homesick and perhaps I should 
point out that there is no analogy 
with car-sickness or seasickness. 


for a quarter of a century he had 
taken a quarter of a page every 
month in a fairly random selec- 
tion of magazines and filled it 
with a drawing of a fireplace, a 
nice neutral word like “Quality” 
or “Craftsmanship” and 30 care- 
fully chosen words of copy end- 
ing with an off-hand reference to 
a catalogue. 

When I asked about this cata- 
logue, incidentally, I found it was 
printed in 1922 with very man- 
nered typography in the style 
favoured by Joseph Thorp. 

In small type on the back cover 
the printer had thoughtfully put 
8/22/8M, which, being inter- 


view, the advertising was very 
economical and created no un 
seemly rush on the printing 
department. The 
chosen words of copy were 
fantastically hard to write. 
He had a feeling for style and 


the style he favoured was 
rotund, plummy and preten- 
tious. Above all it had to be 
completely empty without a 
hint of a clear statement about 
anything. The firm was 
always searching for “quality” 
_ apparently never finding 


The business was founded in a 
@ Continued on page 22 
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GRANADA NORTHERN INDEX 


ADVERTISER’S WEEKLY 


reports: Case History No.1 


iree 60-second 
live spots 
bring 59:. 


increase 


The Manchester branch of the Irish Linen & Hosiery Asso- 
ciation Ltd. took three Granada 60-second Run-of-the-Day 
Spots. These spots were live advertisements for a blazer at 
99/6d. They appeared at 9.00 p.m. on Monday, May 7, at 
8.14 p.m. on Wednesday, May 9, and at 10.30 p.m. on Thursday, 
May 10. 

The response surprised even the advertisers: sales in- 
creased enormously, and not only sales of blazers. 

Delighted with the results, but determined to make sure, 
the directors of the Irish Linen & Hosiery Association asked 
their accountants to check the figures. On the right we 
reprint their reply. : 

This is not an isolated case. Further examples of the effec- 
tiveness of Granada advertising will be published regularly. 


Gentlemen, 


In accordance with your instructions we 
have eramined the daily Sales returns of 
your Manchester branches and we certify 
that the Sales of Men’s Wear for the week 
ended 12th May, 1956 showed an increase 
over the average for the immediately 
preceding fifty-two weeks of— 


59: ° at the branch at 28 Market Street, Manchester 
and 48%, at the branch at 132 Market Street, Manchester 


4o..-aaheae 


AUDITORS TO THE COMPANY 


GRANADA TV NETWORK 


Sales & Advertising Department, 149 Regent Street, London, W.1. REGent 8080 
Granada House, Water Street, Manchester, 3. Deansgate 7211 
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Explanation is seldom 
out of place in ads 


“tradition of craftsmanship,” but 
the pictures showed no evidence 
of anything but tolerably good 
machine-minding. They * ‘believed 
in design,” but you could see that 
they had designs only on the 
hard-earned money of the taste- 
less lower middle class. 

It is just within the realms of 
possibility, 1 suppose, that 
readers of home magazines study 
such advertisements and dash 
round to the builders’ merchant 
or the local showroom as they 
dash to the draper’s when they 
eee an attractive frock advertised 
on Monday mornings. 

But I don't believe it, and I 
am sure in any case that by the 
time they got there they would 
forget which fireplace they 
wanted or what manufacturer 
had made it. 

* + * 


Did you see this British Nylon 
Spinners’ advertisement (oppo- 
site) before Christmas? 

Long ago I praised an adver- 
tisement by a firm called Taylor 
Wood, who explained to women 
the importance of matters like 
deniers and gauges. From gossip 
and observation since then, 
have become more convinced 
than ever that women’s ignorant 
or thoughtless — buying of the 


For coverage 


CUMBERLAND 
WESTMORLAND 


= = ———— LANCASHIRE 


CHESHIRE 
NORTH WALES 


SHROPSHIRE 
MID WALES 


DORSET 


NOTTINGHAMSHIRE 


WARWICKSHIRE 


BUCKINGHAMSHIRE 


BERKSHIRE 


HAMPSHIRE * 


wrong type of nylons for their 
purpose is very bad indeed for 
silk stocking manufacturers—and 
ultimately, perhaps, for British 
Nylon Spinners. 

For they do not blame them- 
selves; they blame the manufac- 
turers or they decide to wear 
nylons only “for best,” and keep 
to lisle or rayon for every day if 
a new pair runs before they have 
worn it a couple of days. 


Women will read 


To address this “nylon 
guide” to men was very good 
and thoughtful. What woman 
could resist it? But as a guide 
the copy is not really as helpful 
as it looks at first glance. 
Admittedly, this is a guide to 

giving, and the most popular gifts 
a woman receives are seldom the 
most practical. But it would not 
have ruined the advertisement to 
include a short and practical note 
of advice and explanation. After 
all, a good many men must have 
read the advertisement as well as 
all the women—and men do not 
like to be mystified. 

But if this was a sin it was of 
omission not commission. As 
far as it goes the copy is gay and 
disarming and it must surely have 
put quite a lot of Christmas 
_ Stockings on t on to people’ s 5 legs. ee 


in these areas consult 


me in 


I’m in the Street. I have the facts and 
figures you want, together with rate 
cards and specimen copies — and 
advice and friendly counsel if needed. 
So if it’s Provincial Weekly coverage 
you want, ring me at Fleet Street 2626. 


Firm man’s guide 


In Copytaster's 
Opinion it was a 
very sound idea to 
address this buying 


guide to men... 


for the women 
could then not 
resist reading it. 


But, he asks, is the 
copy as helpful as 
it seems at first 


glance? o 
Nigten 
5 


liked particularly the last two 
paragraphs: 
RURAL DAMSEL 
15 denier or sheerer. Purely 
impractical for country wear. 
Bu everyone else will give her 


London 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 
FLEet Street 2626 


Telephone : 


BURY TIMES GROUP 


BIRKENHEAD NEWS GROUP 
BOURNEMOUTH TIMES SERIES 


CAERNARVON HERALD SERIES 
CHESTER CHRONICLE SERIES 


to nylon-giving 


wente aery Aaet omy 


_nylons Seseca 


MOTE — cums of all at Chrivrmas 


30 denier mesh. 


Its the thought that lasts. 
3 pairs of the same shade 
last much longer than 3 dif 
stocking 
@ Continued on page 24 


ferent shades—one 


Representing 
COVENTRY STANDARD 
CUMBERLAND & 
WESTMORLAND HERALD 
NEWARK ADVERTISER 
ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 500,000 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
EXPRESS 
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7 out of 10 


Seven out of every ten of the readers® of the 


Investors’ Chronicle are directors or executives 


in industry, commerce or finance. Nice proposi- 
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* facts from a recent independent readership survey 
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A clever headline that 
matches the layout 


24 


that here am 1 with 
8 standard of living quite 
a bit above the average ; 
yet in one respect I am going on in a groove, when for the sake of the 
odd pennies | could be enjoying the 
best cigarettes im the world eo 


Copytaster has 
high praise for the 
man who matched 
the headline of this 
advertisement to 
the layout. Fur- 
thermore, he con- 
siders the argument 
in the copy both 
interesting and 
original. 


THE HOUSE OF STATE GIPRESS 216. FicCAOI LEY, LONC OM, WE 


ruined isn’t one pair ruined. 
Women know this. Did you? 
The design and layout are de- 
lightful. I was particularly 


pleased with the crazy mixed-up 

notion of showing the “steady” 

girl friend’s picture in a locket. 
Why, by the way, is it a 


“firm” man's guide? 

For a moment I thought it 
was for men who work in firms 
and perhaps have expense ac- 
counts. Was there once a piece 
of general copy advising men 
to be firm about this Christ- 
mas business and give every 
woman nylons? 


From time to time even the 
best visualisers are quite baffled 
by a piece of copy and if they 
are sensible they come and talk 
to the copywriter about it. After 
all, there is always the chance— 
and indeed the probability—that 
he had some sort of design in 
view. even if he hoped that the 
visualiser would surprise and de- 
light him with something infin- 
itely better. 


If I had written this State Ex- 
press advertisement I should not 
have been even faintly as- 
tonished by such a call from the 
studio. “Jt crossed my mind” is 
not on the face of it likely to 
inspire: anyone. 


Work of Brains 


So three cheers for the man 
who so cleverly matched this 
headline to the layout. It takes 
brains to make an abstract 
kind of phrase like that into 
a concrete image. 


The argument in the copy is 
very interesting and quite 
original, although I have an idea 
that there is a better one for 
the slightly more expensive 
cigarette. 


T 


June 1, 1956 


Somebody was saying the 
other day that when you buy a 
packet of cigarettes for 3s. 10d., 
only 7d. (or was it 8d.?) goes 
towards the cigarettes and the 
rest is tax. That means that for 
another 4d. you should be able 
to get cigarettes that are 50 per 
cent better than the standard 
brands. And what is 4d. com- 
pared with 3s. 10d.? 


Guide to vehicle 
buying 


Trader Handbook, 1956: A _ Legal, 
Technical and Buying Guide for the 
Motor, Motor Cycle and Cycle Trades, 
published by Trader Publishing Co. Ltd., 
price 15s. 

THIS VOLUME provides essen- 
tial information touching upon 
every aspect of these industries 
and supplies accurate and useful 
answers to the daily problems of 
buying, selling and_ servicing 
throughout the year. It will also 
prove of great value to firms 
overseas seeking contact with 
British suppliers. 


All the names 


The trade addresses section has 
been revised and lists all manu- 
facturers, concessionaires, distri- 
butors and wholesalers men- 
tioned, giving their postal and 
telegraphic addresses, telephone 
numbers and, where possible, the 
names of the firms’ sales and 
service managers. 


Over 100,000 regular 
readers each month 


Austin Motor Company Ltd. 
Magazine Department 
84 The Promenade 


CHELTENHAM Phone : 52733 


Quality goods and services 


find a responsive market 
in the pages of the 


‘AUSTIN MAGAZINE?’ ana ‘MOTORING’ 


Monthly — Price 6d. 


Monthly — Price 9d. 


Publications of the 
British Motor Corporation 


Motoring 


Cowley 
OXFORD 


The Nuffield Organisation 


Phone : 77777 


WRITE FOR SPECIMEN COPIES AND RATE CARDS 
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SAMPLING 
SECURES oe: 


Case 3—“16% Increase”’ 2 — oe en ee By 


3 PRODUCT: A nationally advertised food 
Given a good product, house-to- | product. 


house sampling secures a marked SAMPLE: A free 2 o7. packet, “ nally” 
increase in sales—always distributed, to householders over the doorstep. 


We've said this before, and we make AREA: A provincial city. 
no apology for repeating ourselves. , 
From the mass of evidence which we Results : iia aril aiia 

. 1 
have accumulated over a period of Sales Pattern Sales Pattern 
years, here is yet another striking case yg ade ny — li 
in support of what we say : in last 7 days) 


<a 


We can undertake the distribution of 
samples and circulars to all houses in 
towns throughout the country. The 
minimum we can accept is 10,000—our 
maximum capacity approximately | 
6,000,000 per week. We have a reg- 
ularly employed field staff of some 
4,000 personnel and an exceedingly 
efficient system of supervision. The 


Findings of an independent research conducted by 
ConsuMER RESEARCH, LTD. 


hold is less than one penny. 


We should be glad to send you an 
explanatory booklet. 


normal cost of distribution per house- | sere 


Ee 2 


Conclusion: 


85% of the householders who received the sample used it within 2 weeks. 
Purchases of the product were 42% higher after sampling than they were 
before and, in effective volume of purchasing, the actual lift in share of the 
market was 16%. 


Circular Distributors K.td. 


54 GREAT MARLBOROUGH STREET - LONDON W.1 ~-_ Telephone: GERrard 0068 
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In Ireland... 


Hol Adan 


the Top of the Market read 


London Office: 59, Fleet St., E.C.4 


THE IRISH TIMES 


—the Top of the Mornings 


Telephone: FLEet St., 4350 


“LOOK and 
LISTEN” 


THE MONTHLY JOURNAL OF AUDIO-VISUAL TRAINING 
AND EDUCATION. 


READ BY EDUCATIONAL AUTHORITIES 
TEACHERS AND INDUSTRIAL TRAINING 
OFFICERS IN 

GREAT BRITAIN 
AUSTRALIA 
INDIA 
SOUTH AFRICA 
UNITED STATES 


and many other countries abroad. 


‘“‘LOOK & LISTEN’’, CABLE PRESS 
62 DOUGHTY ST., LONDON, W.C.1. HOL 7771 


| by reference to that 


A BOOKSHELF i 


A volume that gives the ad 


man all the answers 


This year’s Blue Book 


is of record size 


OW much does a half-page 

cost in the Anti-Slavery 
Reporter and Aborigines Friend? 
Who handles the Klavarskribo 
Institute account? Which 14 
outdoor publicity firms in 
London offer a sandwichmen 
service? 

The answers to these—and a 
million other questions—can each 
be found in a matter of seconds 
invaluable 
directory of the advertising pro- 
fession: the “Blue Book.” 


This important volume, the 


| publication of which was delayed 


this year for more than six weeks 
by the print dispute, is now being 
dispatched to subscribers. They 


| will find that this 31st edition 1s 
| the largest ever: no fewer than 


1,098 pages. 

Listing 4,363 British publica- 
tions, 975 advertising agents, 
nearly 6,000 national advertisers 


* Advertiser's 1956 (lst 
edition), demy 8vo., cloth, 
available from Business Publications 
Ltd., Mercury House, 109-119 Waterloo 
Road, London, S.E.1, price £2 per copy, 
post free 


Annual 
1,098 pp., 


and over 7,000 Commonwea!th 
and foreign entries, this year’s 
Annual incorporates further im- 
provements in design and produc- 
tion. Reinforced tabs have been 
affixed to the sectional pages, 
giving greater strength and longer 
life. Run of paper and special 
insets have replaced the stiff 
guide cards as an aid to speedier 
reference in turning the pages. 
The designation of geographical 
areas has been modified: London 
is now London postal area, while 
the Provinces become England 
(excluding London postal area). 


Many new additions 


Thé book has been com- 
pletely revised, necessitating 
thousands of corrections and 
additions—and its editor is to 
be congratulated on 
again producing an up-to-date 
and accurate volume which 
provides the advertiser, adver- 
tising practitioner—and every- 
one engaged in marketing 


@ Continued on page 28 


once 


FEATURE of this Ideal Home Exhibition stand produced for 

Parnall (Yate) Ltd. by Leon Goodman Displays was the treat- 

ment of the ceiling, which was made from 178 lightweight aluminium 

cones sprayed in various colours, some of them serving as reflectors 

for the brilliant lighting. Animation symbolical of the movement in 

the Parnall and Thor washing machines was provided by Leon Good 
man's battery operated “Animotors.” 
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ON SATURDAYS AND SUNDAYS 


'S 
A B C appeal is built upon 


its programmes 


KNOW YOUR ABC... 


SATURDAY PROGRAMMES 


“THE 64,000 QUESTION”. Suspense is the attraction of this 
fascinating quiz. Dare the challenger risk another step towards 
the coveted award of 64,000 sixpences? or lose all with one 
wrong answer? 


“MY SISTER AND I”. Two new stars, Dinah Lee and Jane 
Taylor, were born in this endearing family serial which has a 
special place in Northern and Midland hearts. 


“FILM FANFARE”. An irresistible close-up of movieland 
itself. Its people; its gossip; its future. Climaxed by a prize quiz 
for the expert fan. 


It is programmes like these which build television audiences. 


ABC’s programme ratings have increased because Midland and 


Lancashire weekend viewers enjoy ABC entertainment. 


TELEVISION 
Everybody’s home at the weekend watching ABE Television 


BIRMINGHAM 
More information from: LONDON c/o The Television Theatre, Aston, Birmingham 
George A. Cooper, Advertisement Controller Telephone: Aston Cross 3091 Ext. 9 
ABC Television Ltd., Pathe House, 133 Oxford St., W.1. MANCHESTER 
Telephone: GERrard 7808 40 The Apollo Cinema, Ardwick Green, Manchester 
Telephone: Ardwick 5641 


Programme Contractors for Midlands and Northern Stations SATURDAYS & SUNDAYS 
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“Quality’s a thing 


of the past, old chap” 


iy 


G, 


Ly 


~ 


“Thought so myself 
till Day & Wilkins 
did a print job 


for me’ 


DAY & WILKINS LTD., 126/128, NEW KINGS ROAD, LONDON, S.W.6 
TELEPHONE : RENown 2245/8 
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AD MAN’S BOOKSHELF 


The pulling power of 


colour in advertising 


NY collection of colour 
advertisements will reveal 
that many advertisers and their 
agents could obtain much 
better results from their designs 
if they had a greater apprecia- 
tion and understanding of the 
psychological effects and subtle 
values of colour. 

A director of the London Press 
Exchange, Ernest Biggs, has writ- 
ten a fascinating book* which 
will do much to help everyone 
engaged in advertising to make 
better use of colour. 

Despite a modest foreword in 
which the author disclaims to be 
a “colour expert,” this volume, 
based on many years of practical 
experience and wide study, con- 
tains a wealth of valuable in- 
formation. 

How many agencies engaged in 
export advertising, for example, 
give serious thought to the psy- 


| chological impact on the natives 
| of a particular country of the 
| colours used in advertisements? 


Did you know that the 
“blue for a boy and pink for 
a girl” convention is reversed 
in such countries as Belgium 
and Eastern France; that 
bright colours, particularly 
green, are disliked in Bulgaria ; 
that white is used for mourn- 
ing in the British West Indies ; 
that in Brazil dark brown is 
said to bring bad luck; that 
yellow is regarded unfavour- 
ably in Israel; and that a blue 
package bearing white lettering 
would have little chance of 
success among the highly 
colour - conscious Chinese, 
because of its strong associa- 
tion with sorrow? 

Says Mr. Biggs, in summing u 
the chapter: “The general find- 
ings indicate that on the one hand 
the avoidance of inappropriate 
colours and on the other hand 


Coleus in Advertising, by Ernest 
Biggs, published by the Studio Publica- 
tions, price 42s. 


the selection of appropriate 
colours may be a useful aid to 
sales. The practice—all too com- 
mon—of preparing coloured 
advertising and sales material in 
one country for shipment to dis- 
tributors in other countries 
is fraught with pitfalls.” 

How much more pull has 
colour advertising than black and 
white? Ernest Biggs quotes the 
case of the New York Post which 
ran an advertisement bearing a 
coupon in half the printing run 
in black only—and in the other 
half with one colour added. The 
colour resulted in twice as many 
coupon returns. 


Comparison of effects 


He also presents a chart which 
shows the effect of colour in the 
advertisements of three national 
magazines. In Woman, he states, 
colour puts the “noticing” figure 
up from 63 per cent (black and 
white) to 78 per cent for whole 
pages, and increased the percent- 
age of those reading the adver- 
tisements from 33 per cent to 37 
per cent. Summing up, he says: 
“The initial impact of colour is 
considerably greater than black 
and white—though this is not 
always proportional to its extra 
cost.” 

What, then, are the lessons to 
be learned? 

Clearly, these: 

@®Do not waste colour on 
advertisements in which the 
written word is all-important. 

@Do not waste words 
where colour can convey the 
suggestion more vividly. 

This is a book every advertis- 
ing man should have on his 
bookshelf. Its 160 pages, con- 
sisting of 12 chapters, covering 
the use of colour in such media 
as packaging, press advertising, 
brochures, posters, films, tele- 
vision, and giving technical 
guidance on reproduction pro- 
cesses and colour standardisa- 
tion, constitute a valuable 
reference aid. 


‘RECORD SIZE’ BLUE BOOK —continuea 


with a complete reference and 

guide. 

For ease of reference the 
volume is divided into eight 
sections, following the complete 
A to Z list of British publi- 
cations: British publications- 
newspapers; British publications- 
magazines; Outdoor, poster and 
screen advertising; advertising 
agents, clients, consultants, mar- 
keting specialists, newspaper 
representatives; Services and 
supplies, including commercial 
artists, photographers, display and 


exhibition contractors, silk screen 
printers, printers, ink-makers, 
type-founders, engravers, block- 
makers, advertising novelties, 
advertising associations and clubs 
directory; British national adver- 
tisers; Commonwealth section— 
media and _ services; Foreign 
section—media and services. 

The editor in his preface invites 
amendments to entries as soon 
as they apply—so that they may 
be published, from time to time, 
in the columns of ADVERTISER'S 
WEEKLY. 
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A A Conference 


ADVERTISING’S PREMIER GOLF AWARDS 


x THE PRESIDENT’S TROPHY x 


Winner: Nicnouas Royps - Runner Up: T. K. Taytor 


x CONFERENCE CHAIRMAN PRIZE (FOR LADIES) x 


Winner: Mars. MaArR1i0N + Runner Up: Mrs. DUNBAR 


x AFTERNOON 4 BALL-‘STAPLEFORD’ x 
Winners: J. Rarter and P.E. Keviner 
after a tie with Nicnovias Royops and D.C. Dickinson 
Best Ist 9 holes: E. H. Roperts andG. Spencer 
Best 2nd 9 holes: HAROLD Fisu and C. W. C. Farrow 


N.B. C. W. C. Farrow holed in one at the 11th! 


ee 
|. dif 
eae. P ie 
ae 
SU oA 
WAU | A 2 
©” Ve py) ‘.. 
\ BR ; ey 
Spe eS a) Se 
Z 7 ita SZ ' wipe Po 
oo a! FRR 
TT MBE) TALL Tadd en SLT TTT rrr . aeninies — : 
—B 
ee 
a 
ee 
ee 
ee 
a 
4 a . - : ‘ : TERETE Gn Ml 
ahs’ 
~ oP 
: tow hs 
e eT gags ONT 
sn te el Leh 
Met! 
Me te 2 WA ye 
Come q?? sty P | 
ty yo Ls 
c. & E. LAYTON LIMITED - STANDARD HOUSE - 56 FARRINGDON STREET - LONDON E.C.4 


ADVERTISER'S WEEKLY ° 30 June 1, 1956 


» NEW RATE 


effective from 16th September, 1956 


ee ee a | Eee 


Allows advertisers to plan their campaigns to reach specific types of audience. 


Charges a rate which—being directly related to size of audience—gives equally 


good value in all time segments. 


Encourages a client to merchandise his television advertising to dealers and 
consumers. 


* 
* 


%& Helps the smaller advertiser —by providing very low-priced time segments — at 


Gives long-term advertisers 20%, discounts for year-through bookings. 


Helps the bigger advertiser —by volume discounts of up to 30%. 


an exceptionally low cost per thousand. 


ATV’s new rate structure has been carefully designed sort of audience, the generous series discounts from 
to give every advertiser the best possible value for which the smaller advertiser can benefit as profitably 
money. The new time segments which ensure that as the larger—all combine to make a campaign on 
the right sort of advertisement reaches the right ATV doubly effective and economical. 


Here is a typical example of how ATV helps the smaller advertiser 


A 52-WEEK GAMPAIGN FOR ONLY £624 


With the new ATV rate structure it is possible for the 


Similarly, a campaign consisting of 52 once-a-week 


smaller advertiser to plan a year’s television campaign spots of 15 seconds booked in G time on London 
on an extremely modest appropriation. For example, ATV works out at only £2,704. 

52 one-a-week 15 second spots booked in G time on For the 20% series discount applies to all advertisers 
Midlands ATV costs only £624—the advertiser having in all time segments, making ATV advertising a very 


reaped a discount of £156. economical proposition. 
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| STRUCTURE 


THESE ARE THE TIME SEGMENTS 


Tu , 3.30 4.00 4.30 5.00 7.00 7.45 8.15 9.00 10.00 10.45 
SA RDAY y -4.00 -4.30 -~5.00 —6.00 7.45 —~8.15 ~9.00 -10.00 —10.45 —11.00 
LONDON G F F F D c c c ra G 


SUNDAY : 2.30 3.00 3.30 400 4.30 5.00 7.30 8.00 9.00 9.30 10.00 10.30 10.45 
—2. 3.00 -3.30 -4.00 -4.30 -5.00 -6.00 -8.00 -9.00 -9.30-10.00 -10.30 -10.45 -11.00 
LONDON 6 6 8 @-8@468 ¢€ © A&A s& eee 


MONDAY x : 9.00 9.30 


~9.30 -10.00 
MIDLANDS «6 


TUES. - FRI. | . : 9.00 9.30 


~9.30 -10.00 


MIDLANDS . 6 


i (0DN0U0NEN LALA LURAY 0 VAAL ALE LTR GOSS PRA: 


THESE ARE THE RATES 


LONDON MIDLANDS 


Length of Advertisement c ; a Length of Aduertisement 
rve 15 seconds 30 seconds 60 seconds v™e 15 seconds 30 seconds 60 seconds 


£425 £665 £950 A £270 £420 £600 
£380 £595 £850 B £225 £350 £500 
£340 £525 c £200 £315 £450 
£270 £420 D £155 £245 £350 

E 

F 

G 
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CLASS 


WHI 


ST TAAL ALLELE 


£180 £280 £100 £160 £225 
a1is £175 £250 £65 £105 £150 
£65 £105 £150 £15 £35 £50 


Sl RL RTT 
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Associated TeleVision Limited Associated Tele Vision Limited, 


believe that this rate card, plus their well known and established Television House, Kingsway, 
supremacy in programme planning, combine to offer advertisers— London, W.C.2. CHAncery 4488 
large and small—the soundest and most economical proposition 


’ LONDON WEEKEND AND 
in television. 


MIDLANDS WEEKDAY PROGRAMMES 


: 9 am —— ee “eS ’ ; = an 
f 
TE) 
7 
| 
| a 
i] 
| ee 
| 10.00 10.15 10.45 
| -10.15 -10.45 -11.00 
| D D G 
10.00 10.15 10.45 
-10.15 -10.45 -11.00 
| c c G 
mm Me 
A 
) B 
| : b 
E 
= F 
: G 
| 
a 
- 7 = aide a P 7 : 


a 
€ ; = 


ADVERTISER'S WEEKLY 


32 


TYPOGRAPHY IN ADVERTISING 


proves the value of having one mind 


at work upon the overall design 


A survey of the latest tourist announcements 


Ads for travel agencies 


go for free lettering 


“BENTLEY CABICLAC OAUWLER VAUXHALL STanedno FRO nov 
JAGUAR PLYMOUTH MORRIS AC CHRYSLER MG MERCEDES 
LS-ROYCE RAILTON STUDEBAKER SUNBEAM TALBOT TR 
LARD ARMSTRONG SIDDELEY BRISTOL FIAT FRAZER 
LANCIA PORSCHE RERAULT OPEL HUDSON MoRGs 
EY CADILLAC DAIMLER VAUKNALL STANDARD FO# 
JAGUAR PLYMOUTH MORRIS AC CHRYSLER MG ME 
CV BALI. SavPE Bali Taw CTunceAErD congeay 
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ORGAN ASTON WARTIN WAG JOWETT SINGER BENTLEY CagILLA 
ROVER AUSTIN DODGE WILLOLAN RUMBER JACOAR PLYMOUTH 
‘POKARD SIMCA PONTIAC HASH RILEY ROLLS-8OYCE RAILTON 
T TRUMPR WOLTELEY VOLKSWAGEN HEALEY ALLARD Anes 


In Roger Darcy's opinion the use 
of hand lettering in this advertise- 
ment is striking. He also con- 
siders that the use of the typeface 
Fanfare is also noteworthy. It 
is not often used these days but 
in small quantities it can be 
forceful. He points out thai it is 
a Berthold face. 


says ROGER DARCY 


HE tourist season is now 

upon us and the advertise- 
ments invite us to spend our 
holidays in the most exotic 
parts of the world. They are 
inserted by tourist agencies, air 
lines, shipping companies and 
just governments. 

Typographically they are a 
mixed lot. But one thing does 
stand out—they are all very fond 
of free lettering. 

This certainly catches the eye 
and gives one the impression that 
very lively organisations are ad- 
vertising. However, with a few 
exceptions, the advertisements 
do not come off. 


Full of movement 


Take, for example, the very 
clever start made by Canadian 
Pacific. The effect of the slick, 
modern lettering “Between 
Worlds” and the oval drawing is 
both symmetrical and full of 
movement. But the wonderful 
impression is spoiled by the 
deadly dull setting of the copy 
in Ionic and the equally dull 
name-plate lettering. 


Now if the designer could 


have matched this to the style 
of the slogan and have set the 
copy in a less static manner 
and in a more interesting type 
face, then Canadian Pacific 
would have had something. 

As it is, the advertisement is an 
also ran, in my opinion. 

The Indian government might 
have been expected to produce a 
really exotic advertisement, but, 
alas! their effort does not come 
off either. The faintly Oriental 
lettering for “India” is, perhaps, 
passable, but “ welcomes you” is 
poor. Nor is the reverse name- 
plate so good. In fact, the only 
really good thing about the ad- 
vertisement is the copy in Gill 
sans serif and the picture. 

But look at the Alitalia 
advertisement. There is abso- 
lutely charming illustration, a 
clean typeface for the slogan 
(Grotesque italic), there is a 
neat box with copy in Times 
Roman, and a slick lettered 
name-plate which follows the 
flow of the slogan. In a word, 
it is well-designed and not put 
together. 


The Orient Line item has cer- 
@ Continued on page 34 
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Fly Alitalia fai summer 
i Eg 


This advertisement 
has been more 
than merely “put 
together,” con- 
siders Roger Darcy 
... it has been 
well designed as a 
unified whole. a 


LUXUSIOUS HEW DOUGLAS OC-68 HOW im seRVICE 


SE ME ay: Bi te: 


<j ALITALIA 


CONSULT YOUR TRAVEL AGENT OR ALITALA, 199 REGENT sTaser. 


June 1, 1956 


iS WITH You ALL THE WAY 


Consult your travel agent or say Canadian Pactte OMee = 
This advertisement has _ been 
spoiled, in Roger Darcy's view, 
by the dull setting of the copy in 
lonic and the equally uninspiring 

name-plate lettering. 


Sor the 
Mediterranean Cruise 


of your dreams 


the Lind of bobdey where you bad congrasal 
fremde 
Orcedes — Jaly 7 for 13 days 
CADIZ + MARSEILLES « SANTA 
MARGHERITA * PALMA> Lissow 

Fores from 298 
Oreades — July 21 for 20 days 
VIGO + CANNES © MALTA + VENICE 
PALERMO - BARCELONA: LISBON 

Fares from s116 

also . 

Orcades — June 22 for 14 days 
Oreova — July 28 for 13 days 
Orsove— Aug. 11 for 21 days 
Only First Chess orcommedenen craleble 


Appty vo your Travel Ageat or to — 


Orient Line 


26-21 Cocksper Street - Swi. TRaAna 
_ M1 Bishopegate - Londen EC. MAN 3456 


This advertisement has certainly 
got movement although, accord- 
ing to Roger Darcy, it is rather 
spoiled by the modern italic. He 
thinks that Bodoni throughout 
would have been best. 
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Al mew concept 


of publication 


for management... 


... fo be found im Science Prospecd 


a guide to new tools and new techniques. In plain language 
Science Prospect describes the latest scientific discoveries 
available to industry and commerce, showing how and where 


they may be applied, and the benefits they bring. 
.-. fo be found in (conomic Prospect 


a guide to the economic climate of the U.K. and its export markets. 
Economic Prospect highlights the factors that are important to industry 
and commerce, forecasts trends, and presents the month’s salient 

statistics so that their significance is immediately apparent. 


..- fo be found in Che &xvecutive Himself 


a series of articles showing what the individual businessman 
can do to safeguard and improve his health and well-being, his 
financial situation and his executive skill and effectiveness. 


-.- fe be found in the fact that 


every issue of BUSINESS is carefully and deliberately planned, 
written and presented to require only the MINIMUM reading time each 
month. Highly skilled editing : the functional use of colour, charts 
and diagrams : headlines, boxes and pictures, used not for show but 
to impart basic information in a few seconds. These and many other 
publishing devices ensure that BUSINESS gives each reader MORE ideas 
and information in LESS time than any other publication for management. 


Business 


Telephone: WaATerloo 3388 (20 lines) 


aed 


journal of management 


Member Audit Bureau of Circulations : largest monthly net sale of any 
independent monthly publication for management. Write or telephone for 
specimen copy of current issue to— 
Business Publications Ltd., Mercury House, 
10g-11g Waterloo Road, London, S.E.1. 
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ADVERTISER'S WEEKLY 


Since Beau Nash and his 
associates made Bath a centre 
of fashion and opulence, it has 
never looked back. But today 
it is more than a flourishing 
Spa. The growth of many 


industries and the coming of the | 


Admiralty have brought a popu- 
lation of all classes and incomes 
to Bath and its adjacent country 
districts, making it one of the 
most prosperous areas in Britain 
today. 


And the area is easily reached. 
The Bath Chronicle with a 
nightly circulation of 14 copies 
for every house in the city—as 
well as a big circulation in West 
Wilts. and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and 


Keynsham—gives you positive | 
blanket coverage for only 10/- | 


per s.c.i. 

‘It deserves its place on any 
schedule intended to cover the 
West. 

You can’t cover the West 
properly without the 


Bath awitts : 
| Chronicle « HERA 


4STABLISHED i760 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
oo =o! GUARDIAN WILT- 

RE EWS & BATH WEEKLY 
CHRONICLE Get _ details from S. H. 
Roberts, 134 Fleet Streét, —— E.C.A, 
Arnold Eilts, Cromford House, "Market 
Street, Manchester, 4, or Head Office, 33, 
Westgate Street Bath. 


to study these A.B.C. Net Sales Figures, 
for since 1951 the H.C.N. Group sales 
have increased by over 20,000 copies 
weekly!! 


1951 is S 122,795 
1952 “a ier 126,763 
1953 oi ms 129,229 
1954 ade ae 132,860 


1955 


142,655 


Copies Weekly 


HOME COUNTIES 
NEWSPAPERS GROUP 


Represented in London by 


WILL KITCHEN, Jnr. LTD. 


131 Fleet Street, E.C.4. Fleet St. 1960 
Head Office LUTON Phone 5050 


Advertisement Manager : C. W. Gilder 


J 


“it was further resolved that a 
strong appeal should be made 
to the trade and technical press 
to provide advertisers with 
authenticated circulation 
figures and —— readership 
surveys. 

" wagon of Advertising 

Association Conference. 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly) 


has been a member of the ABC for |4 

years and is the only journal in these 

fields to publish guaranteed net sale 
figures. 

Send for details and rate card : 


Advertisement Manager, 
149, Fleet Street, 
E.C.4 
Tel.: CiTy 2604 


(5 lines) avo = sunsau 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. In today—out tomorrow 


Ask our er guocaions, | thoes 


8191 /2/3 
10, Station Parade, $.W.12. 


to call. Keen quotations. 
Van Collections. 


WARENS, 


Striking use of hand 


JUNE 1, 1956 


lettering in oil ad 


India wecont 


Meorlt temptes om the banks of hoty 
Pvery..ceramenial processions ebicre iJ Ws ‘ah 
with colour... peasent crete and Mogul i ‘ 


T h e fain tl y pon mal! Prt mae each pm hs: 
Oriental _ lettering 
for “India” is, per- 
haps, passable in 


the opinion’ of 

Roger Darcy . . 

but the “welcomes 

you" he thinks is 
poor. 


tainly got movement, caused par- 


tially by the fairly interesting 
lettering of the slogan and the 
amusing line drawing, but it is 
rather spoiled by the prickly 
modern italic. It would probably 
have been better to keep to 
Bodoni throughout. 

A quite charming piece of 
lettering in advertising is, how- 
ever, nothing to do with tourism 
at all. It appears in a book pub- 
lisher’s advertisement. Actually, 
to appreciate its freshness and to 
see how it stands out in the page, 
it should be seen with a lot of 
other publishers’ announcements. 


Unfortunate mixture 


But here it is a Brock- 
hampton Press advertisement for 
Anya Seton’s The Mistletoe and 
Sword. Its unusual, irregularly 
formed outline lettering, and the 
wreath-like ornaments at top and 
foot are quite attractive—but the 
same cannot be said, I am afraid, 
of the mixing of Times Roman 
with a not very well written 
Chancery italic. 

The Times Roman is too 
heavy for one thing and those 


| dots under the title do not help. 


Here was a case for some type- 
face like Bembo . . . but it is not 
for me to design other people's 
advertisements. 

Finally, another advertisement 
(only very indirectly connected 
with tourism) uses hand. letter- 
ing, and is certainly striking. I 
refer to the Havoline Motor Oil 
advertisement. 

But what is even more inter- 
esting is the rare use of the type- 
face Fanfare—a Berthold face. 
This does not make many ap- 
pearances nowadays and this ex- 
ample shows how forceful it can 
be in small quantities. 

All these advertisements indi- 
cate the vital necessity for one 
mind to conceive them. It is no 
good merely having a good piece 
of lettering. The typography, de- 
sign and layout must be all of a 


| piece. 


GOVERNMENT OF INDIA 
TOURIST OFFICE — 


ANYASETON 


THE 
MISTLETOE 
AND 


‘I howe enjoyed reading THE 
MISTLETOE AND SWORD 
so much!’ says Edizaleth 
Goudge ‘It is most exciting 
and holds one gripped from 
yore to end ...’ 
to be wnyoyed by the 
whote family 


BROCKHAMPTON PRESS 


= Sr 
B--: — —— 


“A quite charming piece of letter- 
ing” is Roger Darcy's verdict 
upon this. 


Guide to metal 


Metal Industry Handbook and Direc- 
tory, published by lHliffe & Sons Ltd., 
issued to subscribers of the weekly 
Metal Industry 


THIS is a comprehensive refer- 
ence book for all those engaged 
in, or connected with, the non- 
ferrous metal industries. It con- 
tains up-to-date information on 
the properties of the newer as 
well as the more familiar metals. 


The “Directory for Buyers” is 
a particularly useful section, and 
gives a very wide range of pro- 
ducers, stockists, and factors of 
all basic metal products, metal 
working machinery and _ tools, 
and metal finishing equipment. 
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_ COWLING 


Every single signplate 
guaranteed for 
3 years’ 


“The Cowling 
Guarantee 


Every Cowling sign is guar- 
anteed for 3 years against 


FADING 

CHALKING 
DISCOLOURATION 
or DETERIORATION 


unless caused by mechanical 
damage. 


Cowling 
of Charlton 


make more outdoor signs than any similar organisation. 


Ee eh i de 


N. L. COWLING (CHARLTON) LTD., 
ARMSTRONG GARDENS, WOOLWICH ROAD, 
LONDON, S.E.7 Telephone : Greenwich 0051/2/3 


. 
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PHOTOGRAPHY IN ADVERTISING 


JuNE 1, 1956 


The brief 
ia 


butterflies! 


E had a record number 
of prints to choose from 
this month and we were 
almost tempted to choose 
several and divide the feature 
between them. But truth will 
out and there was one we kept 
coming back to and looking at 
again and so here it is—the 
Carlton Artists shot for Wills’s 
Cut Golden Bar tobacco. 


This is one of a series in 
which the pleasures of the 


Photograph of 
the Month—25 


pipe are allied to the pleasures 
of the hobby and the photo- 
graphic brief was simple .. . 
butterflies . . . lepidoptera if you 
want the technical reference, but 
it still comes down to the same 
thing. 

Now with a picture of this 
nature you have to be careful, 
for you may well be playing 
with the susceptibilities of the 
enthusiasts who will never be 
slow to vent their feelings upon 
unhappy slips. 


So first of all the shot has to 
look convincingly right and com- 
pletely typical, as well as being 
accurate in itself. Then comes 
the key to the theme: the use of 
the hand and the pipe. Every 
pipe smoker uses his pipe as a 
pointer some time or another and 
our present chap was no excep- 
tion. 


Pointing with pride 


Io eee chose this 
month, the pipe smoker is point: ends up at the tin. It was a nice There is a thought h 
- ie daly off thin eollecti , jas ught here. We may shot on half-plate HP3 with a 
po Nar ok soneet e ae peng thought to place that tin in the yet see a Photograph of the 12-inch lens with an exposure of 


4. - - bottom right-hand corner...an Month an “X”-ty ttern four seconds at f.22 
. — = point _ unconventional spot perhaps to picture. ae The oe ve for the tobacco is 
ane = willy-nill ~4 = ’ va place the thing you set out to sell, The main lighting used was in still running and the campaign 
per th y-nilly € tin of but the photographer had a good the form of two 500-watt spots is handled by J. Walter 


. eye here and a strong sense of and one 5(00-watt fill-in. It was Tho i 
With a strong pointer such as__ the value of his composition. Sense 
we eaee ee, = eye is oar to From a shot like this we were 
start looking in the top right hand interested to note that a case N the first issue each month TISER’ BEKL’ 

corner, travel down the stem of could be made out for an “X”- I lishes an coment oe on seadiannats c fy" 
the pipe to the butterflies and type composition, not that any of oom by 8 


then it will inevitably search out us could recall any reference to selection panel comprising a nominee of the Institute of British 
the nearest light tone—the juxta- such a thing in any standard Photographers, the Editor of ADVERTISER'S WEEKLY and Ben 
position of the two light tones of work. Granted it is comprised of Freeman. Photographs should be sent to the Editor and the test of 


the butterflies and the tobacco two diagonals, one of which is bility is simply ae as photograph selling something? 
tin, simply means that the eye much stronger than the other. = = := 
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and Beauty 


Negative on Ilford HP3 flat film by P3 j lways o f i j whe 
Stewart Bale Limited, Liverpool and London. HP3 is a ay . top os job ther 


out-of-doors or in the studio. Its inherent 
good qualities make it equally as suitable for 
the still as for the rapidly moving subject, a 


point which is beautifully demonstrated by 
: [ FE (0) e f AP, A this fine record of a typically English house 
and garden. 
Plates and Flat Films 


Recommended ILFORD developers ID-11, 1D-48 and Microphen 


ILFORD LIMITED + ILFORD 
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Our clients include : 


HOOVER (WASHING 
MACHINES) LTD. 


SHELL MEX & B.P. LTD. 
SHELL PETROLEUM 

co. LTD. 

ALEXANDER DUCKHAM & 
co. LTD. 
INTERNATIONAL 
HARVESTER (GREAT 
BRITAIN) LTD. 


MASSEY -HARRIS-FERGUSON 
(MANUFACTURING) LTD. 


ESSO PETROLEUM 
co. LTD. 


ROTARY HOES LTD. 
J. E. SHAY LTD. 
NATIONAL BENZOLE 
co. LTD. 

REGENT OIL CO, LTD. 


LONDON TRANSPORT 
EXECUTIVE 


ROAD HAULAGE 
ASSOCIATION 


SINGER MANUFACTURING 
co. LTD. 


LYONS & CO. LTD. 
THE BRITISH LEGION 
PEPSI-COLA LTD. 
HELENA RUBENSTEIN 
LTD. 


associated 


its quicker — 
more brilliant — 
longer lasting 


Our umique experience in 


Transfer technique can help to 
solve your marking and display 
problems in the modern and 
economical way. 


HUNDREDS OF 


INDUSTRIAL 
APPLICATIONS 


include nameplates, operating 
instructions, diagrams, warn- 
ing notices, etc. 


BRILLIANT POINT-OF- 
SALE TRANSFERS 


are the most effective method 
of window advertising. 


DESIGNS 


Our process with the use of 
brilliant colours ensures per- 
fect reproduction of the most 
intricate designs. 


EASY TO USE 


No special skill is required for 
application. 


Solve your marketing and sales 
problems— 


Write or ring today: 


fale) transfers ltd 


176-188 Acre Lane, Brixton, London SW2 
Telephone: BRIxton 2057 (4 lines) 


TRADE MARKS - WINDOW PUBLICITY - PRODUCT LABELLING 
BULK CONTAINER MARKINGS * VEHICLE MARKINGS 
INSTRUCTION AND OPERATING PANELS ° 
WIRING DIAGRAMS - WARNINGS - NOTICES, ETC. 


CALIBRATIONS 
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PHOTOGRAPHY IN ADVERTISING 


An exhibition the ad 


‘man should not miss 


HEN the National Exhi- 
bition of Professional 
Photography organised by the 


| Institute of British Photo- 


graphers opened at the RBA 
Gallery, Suffolk Street, on 
May 16, it attracted the biggest 
crowd at the presentation of 
awards that you are ever likely 
to see. There were in fact so 
many people milling round 
that it was almost impossible 
to see the pictures and quite 
impossible to hear yourself 
talk. 


A while ago in these notes 
(ADVERTISER'S WBKEKLY, April 6, 
page 36) I mentioned ‘Harry 
Hardy of Eastbourne, whose 


| work attracted attention. It was, 
| therefore, interesting to see that 


| graphy can play in 


his portrait of Dogberry, the 
1Sth-century constable, had won 
an award of merit. Also on the 
merit list were Walter Bird, 
whose “Lady in Waiting” showed 
him to be as full of variations on 
a theme as ever; Nancy Sandys 
Walker, whose study of a mother 
and child to display a blanket 
was beautifully conceived (it 
gained Photograph of the Month 
status in November, 1954—see 
ADVERTISER'S WEEKLY, Novem- 
ber 4, 1954, page iv) and, of 
course, an aeroplane from 
Charles E. Brown. Altogether 
there were 10 special awards and 


This _ illustration 
used by the Dun- 
lopillo —_— organisa- 
tion in an adver- 
tisement has struck 
Ben Freeman as 
being one of the 
finest examples of 
the part photo- 


advertising. 


says BEN FREEMAN 


they were presented at the open- 
ing by Miss Margaret Leighton. 

I found a few pictures which 
particularly took my fancy—the 
sort of shots the eye keeps com- 
ing back to when you look at a 
wall full of pictures from the 
other side of the room. “Mov- 
ing Stationery,” by George 
Jessieman, a twisting swirling 
effect from notepaper and enve- 
lopes was the first. Then there 
was “Woven Cottons,” by John 
MeCormack, which used wire 
frame figures to display the 
materials and proved so much 
more effective to my way of 
thinking than if he had indulged 
in the usual “pretty young 
models” whose faces and figures 
have made their fortune. Next 
came “Poise,” by Walter Hiller, 
a clever study of “Anglepoise” 
lamps designed to prove the 
point specifically and visually 
by showing most of the angles 
in one picture. Hot on the heels 
of Charles E. Brown came 
several delightful studies of air- 
craft from L. W. McLaren—Mr. 
Brown is facing stern competi- 
tion from this quarter. 


Excellent specimens 


There was something first rate 
to be seen in “Movement on the 
Apron, London Airport,” by 
June McCann (award of merit) 
and a lovely dog study, “French 
Poodle,” by Thomas Fall, which 

@ Continued on page 40 
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FROM today your mailing shot 


postage will cost at least twopence. It 

becomes even more important to 

ENSURE THAT YOUR MAILINGS 

ARE SELECTIVE and go to the right 

person in the right position. Simmonds’ selective 

lists are the answer to your problem—ring or write to 

S. C. Simmonds, » Managing Director, or Gaston Gonord, 


M.S.M.A., Account Executive. 


SIMMONDS 
(POSTAL PUBLICITY) 82-64, PECKHAM RYE, LONDON, S.E.15. Telephone: NEW CROSS 033! 3. 
LIMITED 


meena YUVA DINNINI AA AAAINNIAD ADIL DOL 


| The Voice of Authority 


A revolution in 


Sign-writing © 


3-Dimensional Letters of 
Ceramic Tile from the U.S.A. 


These precision moulded 3-D Letters 
give a forceful dramatic effect, they 
are easy to use, are easily stuck to 


“Blackpool, wealthy queen 
of every kind of pleasure 
for every kind of holiday- 
maker” 

— The Times, May 18, 1956 


< And its Papers, for every 
any bechgrownd ane make ordinary : kind of Reader AND 


sign-writing old fashioned. 


Write for details to : 3 ADVERTISER, are 


IND SCAU, cc. | Ein Gaerne 


JOHN MARTIN OF LONDON LTD. 


: BLACKPOOL 
14 SEETHING LANE, LONDON, E.C.3 Tel. RCYoi 41) © Gazett te & herald 
A limited number of stockists are required in various ports of the , 


M ANANDA INNA 


British Isles and enquiries will be welcomed. 
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BOARDS: Form Part of a 
PAPERS: Comprehensive Range 
PADS: of Materials to the Studio 


= SERVICE | 


Chiswick 3359, 1789 & 6718 | 


Daily Deliveries 

© 2 - ~ 
pd Regina Studies 
secs sera Th (SIGNS & DISPLAYS) LTO 

as m8’ See 

Be ie ier HH QUALITY 

fe SILK SCREEN PRINTERS 

sey gessuses! Sas IN ADVERTISING 
seusesneccesssat 66 WALDECK ROAD, 
SYNONYMOUS WITH LONDON, W.4 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 
“THE WATER & SANITARY 
ENGINEER” 
is unbeatable as a first rate 
medium. Contact the Advertise- 
ment Manager at 32 Finsbury 
Square, E.C.2, or phone 
MONarch ‘S41. 


R. P. GOSSOP LTD. 
e Artists’ Agents « 
36, CARTER LANE, E.C.4 
___ CENTRAL 6950 


AUTOTYPE soe 
Veant pohinceo 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
Rd. London, W.13. Ealing 269! 


YOUNG & FOGG RUBBER CO.LTD. | 


Wimbledon, S.W.19. LIB 6281 (6 lines) 


AY ST, 


ak 


Commercial Art & Presegseoly 
Terminus 8770 0073 


37 SPRING STREET W.2. 


| had everything—dignity, 
| expression, texture and all. 
Altogether there are 764 pic- 


PHOTOGRAPHY IN ADVERTISING 


June 1, 1956 


A picture for furniture 


that caught the eye 


poise, 


IBP members and two 
exhibits—the work of 


tures by 
special 


| civil service photographers and 


a selection of press work cover- 
ing the Royal Tour of Nigeria. 

Obviously, in a general sum- 
mary such as this, one can do no 
more than pick out a few passing 
shots—so there is no need for 
anyone to feel offended because 
any one particular name is not 
mentioned here. 

Now for a few passing reflec- 
| tions. 


Standard too low 


The colour section, both prints 
and transparencies, was not up 
to scratch, and if this was the 
best that could be shown it 
would have been better omitted. 
It was uninspired and pedestrian, 
too often completely flat lit and 
in some cases showing quite a 
remarkable multiplicity of un- 
wanted shadows. 
Is the show too big? 
Frankly, I think it is. 
If the event is to be an internal 
one for IBP members and it 
satisfies the aims and objects to 
include the work of as many 
members as possible, al! well and 
good. But if this is to be put 
out before the public in general, 
then it would be altogether 
better to make it smaller and so 
very, very good that its impact 
will enhance the status of the 
professional photographer and 
| not leave the impressioa that he 

just shoots his head off—and 
some of it turns out to be better 
than average. 

All the same this show should 
be seen and studied by everyone 
| in the business. It remains open 
| until June 9. 


Real eye-catcher 


A recent Dunlopillo advertise- 
ment really caught my eye. It 
had all the evidence that here 
was a first-class basic photo- 
graph, with the block being 

| made with a kind of scraper 
board screen. That was how it 
struck me. 

But when I got the full story 
from Charles F. Higham 
Ltd. it was one of the finest 

examples of the part photo- 

graphy can play in advertising 
that I ever want to hear. 

The use of the hand was de- 
cided upon because it depicted 
the action we al! automatically 
make when testing for comfort. 
And becausé comfort is an ex- 
perience, that abstract quality 

| had to be conveyed. This was 
a problem, for hands are awk- 
ward things. Yet this one had 
to be not only elegant as well as 
| demanding—it also had to con- 


Photo of moon 


“Cut from 


a bar of gold” 


This is month's selected 


this 
picture (see page 36) within the 
context of an advertisement. 


vey all the attributes one asso- 
ciates with a top-quality product. 

A great study was, therefore, 
made of hands until a suitable 
pair was found. Dozens of 
different photographs were then 
taken, with all kinds of different 
lighting arrangements, of the 
hands in a wide variety of 
positions. 

Now the conclusion reached 
was interesting. 

However beautiful or elegant 
the hand, the photograph was 
nothing if it was not realistic 
and it tended to lose some of its 
charm when pressing into the 
soft and yielding surface of the 
Dunlopillo. For that reason the 
best photograph was chosen and 
faithfully copied—but with a 
little general glamorising—into 
a first-class wash drawing by 


@ Continued on page 4! 
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PHOTOGRAPHY IN ADVERTISING 


An effective press series that 
is reflected on TV screens 


Dawson Thomson for use with 
half-tone blocks. A meticulous 
scraper drawing was then made 
from it by W. J. Butt for repro- 
duction purposes in the general 
press. 

Well, at least my eye did not 
deceive me in the first instance, 
and the technique employed is 
highly commendable. 


x * * 


The current series of Burton 
advertisements are, from a 
photographic point of view, re- 
markably realistic in the truly 
natural sense, and Crawfords 
have done a good job here. 

Fashion photography generally 
seems so hidebound with the 
fantasy and extravagance of the 
fashion whirl for women that 
one was inherently afraid that 
once men’s styles were portrayed, 
we would see a whole series of 
precocious young men, dressed 
in anything save what " ordinary 
mortals would ever dream of 
wearing—and displaying positions 
of feet, legs and arms that were 
anything but typical. 

ese Burton pictures are 
natural. 

The fellow at the zoo who was 
leaning against the rail did what 


all men do—propped one leg up 
somewhere and put his weight 
on the other. Needless to say, 
Crawfords took care that his 
jacket was monet seneeee. but 
even so there is sufficient hint of 
arm creases to keep the result 
typical of the ordinary man. 

These same _ considerations 
apply through six of the series I 
have so far seen (the chap who 
was kissing his girl out on the 
verandah even had his hair 
ruffied) and they are like a 
breath of fresh air through the 
staleness and artificiality of 
poised and posed pictures. 

These Burton pictures are also 
noteworthy for another and very 
different reason. 

I have noticed that this same 
free-and-easy style of men’s 
clothes is reflected in their tele- 
vision advertising. I had often 
wondered why firms did not de- 
liberately correlate their adver- 
tising in this way, and having 
seen the result at long last, it 
is obvious how the two are 
complementary and how both 
gain in effect. 

Incidentally, soon after I saw 
the tailor’s television I saw that 
the theme of the Horlicks picture 
which we chose as Photograph 


One of the series 
of pictures being 
used to advertise 
the Burton tailor- 
ing services. Ben 
Freeman makes 
the point that they 
are_ remarkably 
realistic—this chap 
even has his hair 
ruffled. 


ef the Month last time (ApveR- 
TISER’S WEEKLY, May 4, page 28) 
was being used most effectively 
in their television exhortation to 
get a good night's sleep. There 
is great scope for these amalga- 
mations and the visual photo- 
graphic tie-up is the keystone. 
* * * 

Further slight improvements 
have recently been made in the 
Ilford colour film, the charac- 
teristics having been adjusted to 
give improved colour and tone 


ADVERTISER'S WEEKLY 


rendering with greater sharpness. 
A new anti-halation backing, 
neutral in tone replaces the 
earlier blue type. 

Equa! improvements have been 
made in the Ilford colour prints, 
giving them greater colour range 
together with softer colours, par- 
ticularly in the flesh tomes and 
pastel shades. 

I see from the latest Kodak 
trade circular that the Veri- 
chrome Pan Film is to replace 
Plus-X roll film. 
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Your market 


Millions of men, women and children, varied 
in colour, creed and vocation, humanity in 


of sale. 


Victoria Buildings, 32 


every walk of life, can be attracted to your 
product by outstanding display at the point 


We are past masters at selling a great variety 


of products by good presentation—whether 
by cut-outs, showcards, models or elaborate 


three-dimensional settings. 


Long experience, plus every facility for rapid 
and top-grade production, have earned us 
a high reputation in every branch of visual 


selling. 


Masters of Display 


® PRIESTLEYS of Gloucester 


Commercial Road, Gloucester. Telephone: 22281-4. 22 Street, London, W.C.2. Telephone: TRA 4277-8. 
Deansgate, 


70 Careline Stret, Street, Birmingham 3. Telephone: 


IDHODBNSONRAL 
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Although 


excellent scope for 


the population of Denmark 
not numerically large, 


42 


British exporters 


is 
the country offers 


Four main markets in a 


[HE population of the 

country now within focus 
is about four million—rather 
less than half the population of 
London. Small though Den- 
mark may be, however, it re- 
presents a market that any 
British exporter offering goods 
of superior quality would be 
foolish to ignore. 

The capital city, Copenhagen, 
has about one million inhabitants 
and the next three cities in order 
of population size are Aarhus, 
Aalborg and Odense. And 
according to a guide book issued 
by the Tuborg people, of these 
three, the first is largest, the 
second is the gayest and the third, 
Hans Christian Andersen’s birth- 
place. 


thriving country 


Any advertiser offering a pro- 
duct not merely to Copenhagen 
but to the whole country should 
pay serious attention to the 
medium provided by the con- 
sumer magazines. These sell at 
the rate of from 24 to three per 
family per week and the largest 
have circulations of up to 
250,000. As regards the best of 
them, the demand for advertising 
exceeds the space available. 


High production standard 


A report issued by Joshua B. 
Powers, Ltd., states that the most 
popular type of magazine in Den- 
mark is still the old style illus- 
trated weekly for the whole 
family. Some of these papers 
reach a very high standard, par- 
ticularly as regards artwork. 


of the three Aller weeklies. 


For efficient coverage 
of DENMARK: | 


THE ALLER MAGAZINES | 


Denmark has got 1,300,000 households. Try to compare 
this figure with the ABC controlled circulation figures 


Familie Journalen 


the whole family. 


Femina 
123,759 copies a week. 


Se og Hor 


114,705 copies a week. 
picture magazine. 


295,816 copies a week. The popular weekly for 


with the increasing circulation. 


The woman's magazine 


The modern Danish 


The three Aller magazines go from hand to hand and 
from home to home and offer the cheapest way of obtaining 
a broad coverage of the Danish households. 


THE ALLER PRESS LTD. | 
COPENHAGEN 
London Office : 
34/40, Ludgate Hill, E.C.4. 
Phone : City 2784. 


F. A. Smyth, Representative. 


FOSYS Ol 
DENMARK 


Make-up and printing have im- 
proved much in recent years. The 
women’s magazines are now 
firmly established in second place 
and are gaining ground and there 
is one popular photonews weekly 
as well as a sports magazine and 
two or three children’s weeklies. 

The magazines are most effi- 
ciently distributed and reach 
every corner of the kingdom, thus 
providing a nation-wide advertis- 
ing medium. 


Modernising the 
retail outlets 


A LIVELY activity is noticeable 
in the Danish commercial world 
in furthering rational distribu- 
tion. The country’s largest group 
of merchants are working at high 
pressure with consulting advertis- 
ing Men in urging the modernisa- 
tion of stores. New supermarkets 
and “super-ettes” are being 


eat 
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This window display features the 

eight-colour poster which is aid- 

ing the sales drive of the Danish 
tobacco rétailers’ association. 


established continually and more 
and more grocers are adopting 
the new methods. A _ similar 
movement has recently been 
started by the wholesalers. All 
this should give added power to 
Danish distribution in the future. 
The local commercial chambers 
in Copenhagen’s suburbs are also 
working on plans that will 
influence the population in the 
city’s outer districts to buy more 
from the local trades-people. 


Advertising columns 


THERE IS a rising interest in 
Danish outdoor advertising 
From this month there will be set 
up in three of the largest pro- 
vincial cities (Aarhus, Aalborg 
and Odense) a series of rotating 
advertising columns. Triangular. 
these have been constructed of 
teak wood, glass and stainless 
steel. They stand some eight 
yards high and the advertising 
space on each column is some 
10 square yards (2.5 x 4 m.). 


A window display which makes effective use of the ideas recommended 
by the Danish shoe advisory group. The public are urged to “change 


shoes” and to be critical when choosing them. 
is an association representing the shoe industry. 


The advisory group 
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, YOU 


will get the best share of the valuable 


DANISH MARKET 
by planning your promotion in 
BERLINGSKE TIDENDE 
which last year carried 50 per cent. 
more advertising than any other 

Danish daily—therefore prefer 


DENMARK’S BIGGEST DAILY 


Exclusive representatives for Great Britain: 


Joshua B. Powers, Ltd., 14, Cockspur Street, London, 8.W.!. —Tel.: WHI tehall 3366 


1955 has been a year to remember in Denmark. 
A wonderful summer was followed by the 
British Exhibition in Copenhagen and the 
glories of the Tattoo, things we shall never 


should realise that this year of 1956 will be 
the time to consolidate the pronounced good- 
will that now exists for British goods. Why 
not come to Denmark .and study the market 
Situation on the spot? Here in Politiken House 
we always welcome the chance of greeting 
old friends and making new ones. 

And for advertising, remember that 
POLITIKEN is still the foremost medium and 
carries more display than any it 
other Danish newspaper. Fullest 
information and service from 


our Londofi Office, = = 
FRANK L. CRANE hs, 
69 Fleet St. E.C.4. Fle. 28/1. O° 
¥ pf ‘. 
a 


Rr 
a 


t) forget. 
2 British exporters and their advertising agents 
ll 
a 


Do you want to come in contact with the whole 


' = 
DENMARK 


you cannot do it, without having 
JYLLANDS - POSTEN 


on your budget. 


| 


( 


0 


| — 2d of oy 


Jyllands-Posten is the biggest 
daily outside Copenhagen, 
and has by far the largest 
sale in Jutland and Funen, 
where 55% of the popula- 
tion of Denmark live. 


The readers are mostly to be 
found in that part of the 
Danish population which 
appreciates better quality 
goods and are able to buy 
them. 


represented in England by 
Alb. Milhado & Co., Ltd., 140 
Cromwell Road, London, SW7 


FREmantle 8592 3 The advertising cates are 
lower than those of any other 
Danish daily. 


Sullands MK Posten 


The big conservative Danish morning paper 


Want to be introduced 
to the Danish Market ? 


British quality is highly appreciated by the Danish consumer. 


| If you want your merchandise introduced into the Danish market 


your best and most efficient advertising media will be one of 


| Denmark's two leading weekly 


| Hjiemmet 


the magazine for the Danish family—read by every fifth family 


in Denmark, or ; 
the magazine for housewives—a weekly 
fo merne guest in every sixth Danish household. 
Enquire for further information: 
JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, S.W.1. Tel.: Whitehall 3366 
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:Homes & Gardens, 
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‘Biggest ever’ appliance § 


campaign opens in U.S. 


(He biggest national con- 
sumer and trade magazine 
advertising campaign on built- 
in appliances in the history of 
the Hotpoint Company in the 
United States is now under 
way. 

In making this announcement, 
Lee DiAngelo, marketing man- 
ager of the customline depart- 
ment, stated recently in Chicago 
that the advertising plan was two- 
fold: national magazine and tele- 
vision advertising to establish 
consumer demand and promote 
sales for dealers and builders, and 
trade magazine advertising geared 
to get more dealers and builders 
selling Hotpoint built-in appli- 
ances. 


Range of journals 


In consumer magazines, some 
18 four-colour pages in seven 
national magazines are scheduled. 
These magazines include Better 
American 
Home, House Beautiful, Living 
for Young Homemakers, Sunset, 


Small Homes Guide and Home 
Modernising. Hotpoint built-ins 
are also being featured regularly 
on the “Ozzie & Harriet” tele- 
vision show. 

Trade magazine advertising will 
cover nine publications totalling 
77 pages, 47 of them in full 
colour. According to DiAngelo, 
every segment of the built-in 
market will be covered: appli- 
ance dealers, kitchen specialists, 
kitchen dealers, builders, archi- 
tects, department stores, building 
supply dealers, contractors, 
plumbers, mortgage houses and 
many other groups. 

In addition to the national 
advertising, special key city ad- 
vertising funds are available to 
distributors to help them bring 
the built-in story to their local 
areas. 

Trade advertising, said DiAngelo, 
will not follow the usual 
type of advertising found in trade 
magazines, but will picture 
finished kitchens in colour show- 
ing the appliances in actual 
use, such as is found in consumer 
magazines. The body copy, 
however, will be geared to 
interest the dealer and builder in 


ee 


One of the latest products to 
come from the Hotpoint Com- 
pany’s commercial equipment 
department is a “Superheat”’ 
pizza oven now being widely 
advertised in the trade press. 
The oven can turn out six per- 
fectly baked pies in about five 
minutes. Conventional ovens 
take from 20 to 30 minutes. 


the future of the 
markets. 


built-in 


* - * 

The company is to introduce 
a full line of black and white 
television receivers in July. The 
completely new line will have 
screen sizes ranging from 14 to 
24 inches. 


June 1, 1956 


Initially, the line will be pro- 
duced by the General Electric 
Company. Plans for the intro- 
duction of colour television re- 
ceivers are under consideration. 


Opportunities for 
private capital 
in Indonesia 


HIS year Indonesia is to em- 
bark upon a five-year national 
construction plan. 

Speaking recently on the matter, 
Dr. Djuanda, head of the Indo- 
nesian State Planning Bureau, 
stated that foreign capital would 
be allowed to operate in the ex- 
tensive field of production subject 
to certain restrictions. “Various 
enterprises may only be operated 
by the state,” he said, “while 
small undertakings may only be 
placed under Indonesian manage- 
ment. Various kinds of under- 
takings which are of influence in 
the development of the economic 
field, can only be open to foreign 
capital provided the majority of 
the shares are in the hands of 
Indonesian nationals.” 

What was of more importance 
for the country, Dr. Djuanda 
said, was foreign capital “pre- 
pared to join us in our con- 
struction. It stands to reason 
that attractive conditions bene- 
ficial to both sides should be 
attached to it.” 


lla 


the appointment of 


D. A. GOODALL LY 


CURZON STREET, 
LONDON, 


Telephone No: 


Che Panucouner Sun 


is pleased to announce 


W.1. 


GROsvenor 7350 


as U.K. Advertisement Representatives 
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PUBLIC RELATIONS 


No stunts barred to boost 


this department store 


ULLY aware of all the 

techniques of modern pro- 
motional activities and public 
relations work are the pro- 
prietors of the Landport 
Drapery Bazaar Ltd. (they 
prefer to be known as LDB) in 
Commercial Road, Portsmouth. 
This store, which is claimed to 
be Britain's first self-selection 
self-service store, was reopened 
two years ago on the site where 
the pre-war LDB store was 
situated until it was destroyed 
by Germans. 

The problem which faced the 
new store when it opened was 
how to recoup quickly the trade 
and reputation which it had pre- 
viously enjoyed. Before the new 
LDB building in Commercial 
Road was put up the various 


departments of LDB had been- 


split into six small shops scattered 
in different parts of the town. 

The aim was to promote the 
new store to the public in 
Portsmouth and the surround- 
ing districts and to put it back 
on the map as a place of 
interest to the family. 

This has been achieved by 
intensive advertising, effective 
use of public relations and 
store demonstrations, together 
with general promotional activi- 
ties. 

“To realise our ambitions we 
have had to work very hard and 
very fast,” said I. H. Parkhouse, 
a director of the firm who, among 
other duties, runs promotional 
activities and publicity. “So far, 
we have held all sorts of carnivals, 
we have organised personal ap- 
pearances of film and radio stars, 
produced a monthly newspaper 
about the store and carried out 


The scene outside 
the Landport 
Drapery Bazaar 
establishment 
while one of their 
carnival-type pro- 
motions is in pro- 
gress. The result 
of all the initiative 
shown in boosting 
the store in this 
manner has been 
revealed in a 
marked increase in 
sales. 


Persistent advertising in the local 
press.” 


Assistant to Mr. Parkhouse on | 


the publicity side, is the adver- 


tising manager Miss P. M. Jeffrey. | 
Together, they draw up the lay- | 


out and copy for advertisements 
and work on the store newspaper 
and special activities side of the 
business. The store has organised 
an appearance of Davy Crockett, 
a Father Neptune carnival, dress- 
making competitions and so on. 

What has it all achieved? 

The answer has been given in 
the form of a marked increase in 
sales and the building up of a 
reputation in the Southern Coun- 
ties that “there is always some- 
thing going on at the LDB 
departmental store in Commer- 
cial Road, Portsmouth.” 


* * * 


Wuat A diverse medium public 
relations is? 

How often it can be used to 
handle delicate subjects. 

Take the case of the public 
relations section of the Borough 
of Lambeth which has undertaken 
the task of telling the citizens of 
Lambeth exactly what happens to 
the £2 million collected each year 
as rates. 
booklet titled Did You Know? 
in which 40 amusing thumbnail 
sketches tell exactly who has a 


They have produced a | 


share in the rates and how the | 


money is spent. 

This book (which is believed 
to be the first large-scale produc- 
tion of its kind) is being distri- 
buted to the 60,000 households 


in the borough by volunteers | 


from Lambeth Civil Defence 
the same time 


their own district 


Corps—who at 
get to know 
thoroughly. 
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AL ITNEIN. 
EGYPT 


Advertisers are requested 
to note the following 
change in the size of AL 
ITNEIN of Egypt. 
Full page size: 9)" x 72" 
Column length: 9" 
Column Width: |!’ 
Specimen copies showing the 
new size are available from the 
Sole Agents in Great Britain. 


Overseas Publicity & 
| Service Agency Ltd., 


29 Oxford Street, W.1. 
GERrard 0737 


OD fof) /. 
PR Ayr K | i’ 
PUBLICITY CONSULTANT - PO. BOX 2774, DURBAN 


— 


TEXTILE 
MANUFACTURER 
Reaches the rights people 


EMMOTT & CO, LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE 
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WE SUPPLY 
U.S.A. Catalogues 


OF PRODUCTS SIMILAR 

TO YOURS FROM 

U.S.A. COUNTERPART 
FIRMS 


YOU tell us what products and cata- 
logues you are interested in—we 
obtain and send them to you. You 
receive from 50 to 200 catalogues per 
year—also price lists, sample pro- 
ducts, sales bulletins, etc. Free 
descriptive bulletin sent on request. 


ESTABLISHED 30 YEARS 
CONTINUOUS CATALOGUES SERVICE 


Dept. EN-50, 684 Broadway, 
New York 12, N.Y., U.S.A. 


7 «~REDDITCH 


You MUST include 
THE 


REDDITCH 
INDICATOR 


Exclusive span of a prosperous and 
expanding Industrial area of the West 
Midlands with environs of Birmingham. 


Agents: 
}. T. ROBSON & SON LTD. 
80 FLEET STREET, E.C.4. 
Tel.: Fleet Street 4438 
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THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR Fruit tastes so much beter 


with double rich Carnation 
AGENCY: Erwin Wasey & Company, Ltd. Soniatatigth ast 
ne 9 yeaa 


ART DIRECTION: Eric Hill (Carnation Milk 
ADVERTISER: General Milk Products Ltd. oy 
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International 
show of art 
in London 


An exhibition of the outstand- 
ing works of the world’s most 
prominent graphic artists is to be 
held from June 14 to 30, at the 
RBA Galleries, 6 Suffolk Street, 
Pall Mall, London, S.W.1. 

It is being organised by the 
Alliance Graphique Inter- 
nationale, an association of the 
leading designers from 11 coun 
tries, founded in 1952 to main 
tain the highest standards of the 
profession. Membership, which 
is restricted to artists of inter- 
national reputation, is by invita- 
tion only. 

To achieve the AGI's purpose, 
international exhibitions are 
being organised, of which the first 
took place early in 1955 at the 
Louvre in Paris, with such suc- 
cess that it was decided to hold a 
similar show this year in London. 
It is hoped that it will be seen 
later in the provinces. It has 
heen designed by F. H. K. 
Henrion. 


British planners 


The arrangements for the 1956 
Exhibition are in the hands of the 
British Group, whose president is 
Ashley Havinden. The members 
include Tom Eckersley, Barnett 
Freedman, George Him, Pat 
Keely, Jan Le Witt, and Hans 
Schleger. 

Altogether, 75 artists from 11 
countries Belgium, Denmark, 
France, Germany, Great Britain, 
Holland, Italy. Japan. Sweden. 
Switzerland and the USA—will 
be represented. 


PATRA lunch 


Malcolm Muggeridge, editor 
of “Punch,” will be the chief 
guest at PATRA’s annual 
luncheon on Wednesday, June 
27. The lunch, to be preceded 
by the 26th annual general 
meeting, will be held at the 
Connaught Rooms. 

The function will be sup- 
ported by an exhibition of 
PATRA’s work in the printing 
and packaging fields. Several 
new items of research equip- 
ment will be on show. The 
exhibition will be held from 
11 a.m. to 4.30 p.m., and will 
be open to the public from 
2 p.m. onwards. 


Script book 


Hand-drawn script lettering is 
being used more and more by 
advertising artists to give an in- 
formal and individual touch to 
their layouts. For those who 
require reference alphabets of 
such styles, Blandford Press have 
published a book of 32 alpha- 
bets, drawn by M. Meijer, under 
the title, Script Lettering (price 
8s. 6d.) 
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THE GRAPHIC ARTIS 


—a weekly mews survey 
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vacuum-drawn 
been produced by 


This pre-screened 
showcard has 
Pytram Ltd. in large quantities. 
Pytram have been developing the 
vacuum-forming process for display 
cards of this type to ensure perfec- 
tion of register in the _pre-silk- 
screening. They believe that this 
aim has now been achieved to the 
extent that the many displays in 
course of production are equal to 
any of those of American origin, 
where this comparatively new pro- 
cess was developed some years ago. 


Designers’ show 
in Budapest 


An exhibition of British 
Graphic Design showing the 
work of 63 British artists, all 
members of the Society of Indus- 
trial Artists, is on show in Buda- 
pest’'s leading art gallery, the 
National Salon. This is the first 
British exhibition of its kind to 
visit Hungary or any other iron 
curtain country, and was opened 
last month by Mihal Yfi, Hun- 
gary’s deputy minister of culture 
and L. A. C. Fry, British Minis- 
ter in Hungary. 

The occasion was given nation- 
wide publicity by newsreels and 
radio commentators, and was 
featured extensively in the Hun- 
garian national press. 

In the first week an average of 
over 2,000 people visited the ex- 
hibition daily. It has been sug- 
gested that the exhibition should 
later tour the principal towns of 
Hungary. 


‘Penrose Annual’ 
party 


A party was given at the St. 
Bride Printing Library recently 
to mark the publication of the 
Penrose Annual and in honour of 
R. B. Fishenden and his “assis- 
tant and proof reader” Mrs. Fish- 
enden. The party was attended by 
all the writers of articles for the 
number. They were invited to 
inscribe and autograph their own 
articles in a volume which was 
presented to Mr. and = Mrs. 
Fishenden. 


500 AT BFMP 
CONGRESS IN 
SCOTLAND 


There was an attendance of 
about 500 at the S6th annual 
congress of the British Federation 
of Master Printers held at Glen- 
eagles last week-end at the invita 
tion of the Scottish Alliance of 
Master Printers. 

At a “free for all” debate the 
subjects discussed included prices; 
the influence of sales policy: 
plant maintenance, print buying: 
increased specialisation; and the 
relationship between the com- 
positor and the typographer. 

The congress, which was 
opened by the Federation presi- 
dent, Hamish A. MacLehose, 
included a showing of the British 
Productivity Council work study 
film “All Over the Shop.” 

The showing was followed by 
the annual general meeting. 

At a banquet on Monday the 
principal guest was the Very Rev. 
Alan Campbell Don, Dean of 
Westminster. 


L & M conference 


on sales 


A three-day conference of re- 
presentatives of the executive 
sales and works staffs of Lino 
type and Machinery Ltd. has 
been held in London. Problems 
of production and advertising in 
the relation to sales of Lino- 
types, printing presses, and 
stereo-plate machinery were con- 
sidered. 


BFMP scholarship 


An examination of candidates 
for a scholarship of £100 from 
the Howard Hazell Scholarship 
Fund will be held at the British 
Federation of Master Printers’ 
offices in London on Friday, 
June 29. 


New president... 


. of the Northampton and 
County Master Printers’ Associa- 
tion is H. F. Gummer. director 
and manager of H. W. Chapman, 
Ltd., printers, Wellingborough, 
Northants. 
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India buys British 


machinery 

Against competition from 
Germany and other countries, 
Timsons Ltd., of Kettering and 
London, have secured an order 
for printing machines from 
the Indian Government. The 
order, for 22 reel-fed rotary 
presses, is described as “pro- 
bably the biggest single order 
ever placed for this type of 
equipment with any company 
in the world.” Timson direc- 
tor Eric Gurd visited India two 
years ago and had discussions 
with the Government printers. 


PR and the 


bookseller 


How booksellers and news- 
agents can take full advantage of 
the work which the publisher has 
done in “softening up” the public 
is described by Harold K. Starke, 
director, Burke Publishing Co., in 
an article, “Public relations and 
the bookseller,” in the National 
Newsagent, Bookseller, and 
Stationer. 

He writes: 

“The means of bringing public 
attention to a book include get- 


ting a good ‘press,’ television, 
radio and magazine reviews, 
serialisation, co-operation with 


local and national events, local 
author's autographing parties in 
the bookshop, exhibitions, stories 
on the author (sent to local 
papers prior to the publication of 
the book), arranging special 
window displays and so on.” 

Burke Publishing last year 
appointed a public relations con 
sultant, W. H. T. Tayleur (Pub- 
licists), Ltd... where Moira Duff is 
the account executive. 


‘EVERYMAN’ SHOW 


As part of the celebrations to 
mark the double event of the 
Golden Jubilee of the Every- 
man’s Library and of the issue of 
the 1,000th volume in the series, 
the Monotype Corporation Ltd.. 
in association with J. M. Dent & 
Sons, Ltd., has arranged a small 
exhibition dealing with certain 
typographical and historical 
aspects of the series. 

The exhibition, which is in 
the Lecture Hall on the ground 
floor of Monotype House, 43 
Fetter Lane, London, E.C.4, 
was opened last week for about 
a month, 


New moves in print school scheme 


Further moves to provide a 
new building for the London 
School of Printing and Graphic 
Arts are now being made by the 
London County Council. The 
plans are for a site in the 
Elephant and Castle development 
area of South London. Applica- 
tion is being made to the 


Ministry of Education for per- 
mission to include this scheme in 


its educational projects in 
1958-59 financial year. 

A LCC spokesman said: “The 
proposal has now been passed 
to the Ministry, and until we get 
a reply it will not be possible to 
say how extensive a scheme is 
envisaged, as the plans might be 
amended by the Minister. 

_ “If approval is given, it should 
in theory be possible to start 
building in two years’ time.” 
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SECRETARY OF 
FOUR AS 


LIKE its American counterpart, 
the Australian Association of Adver- 
tising Agencies is known as_ the 
Four A’s. Its secretary, John Hum- 
phrey, is now in England, having 
attended the American Four A’s 
conference. 

Inasmuch as agency men’s problems 
are apt to be much the same in 
most countries, it is not surprising 
that his preoccupations are educa- 
tion and commercial television, 
which starts up in his country at the 
end of the year. While here, he is 
visiting a number of agencies and 
also having a look at the work of 
the BBC and the programme con- 
tractors, particularly as regards 
research. 

Mr. Humphrey has worked in the 
advertising department of a retail 
department store. He came to 
Britain in 1935 to an advertising 
and selling job before returning to 
Australia as advertising display 
manager for Berlei. After his Army 
stint, he returned to Berlei before 
becoming the first secretary of his 
Association. This started in 1946 
with 54 agency members and now 
has 105 out of the 160 accredited 
agencies in the Dominion. 

The president of the Association, 


John Clemenger (a former Davis 
cup tennis player, incidentally), is 
particularly interested in the new 
educational developments. 

Mr. Humphrey leaves for Paris 
next Tuesday. 


x . * 


LOOKING through the 1954 Christ- 
mas Number of the Tarler 1 came 
across a reproduction of an illu- 
minated address in aid of the RAB 
Benevolent Fund, beautifully scribed 
and illustrated by E. W. Hugh White. 
Mr. White, head of Hugh White 
Artists, who represent artists, visual- 
isers, writers, photographers, and fine 

art ee, is 
aa : himself a de- 
Rr oe signer and cal- 
ligrapher of 
note. He has 
been in. the 
world of com- 
mercial art 
since a boy of 
14, and was 
for a time stu- 
dio manager 


of W.H.Smith 
& Son. 
Before the 


formed the 

Hugh White 

; Studios, with 

E. W. Hugh White uiieh be sow 
has no connection, he tells me. 

Hugh White Artists is now in its 


second year. Its recent or present 


a gtoup of nine 
influential newspapers 
AB.C.Weekly Net Sales 


120.911 


5 aed 


Lae E> ed 


June 1, 1956 


Delegates at this year's Cinematograph Exhibitors’ Association conference 
in Blackpool enjoy ‘‘La Gala,” a rendezvous arranged by Lyons Ice Cream. 

to r.: Stanley Van Gelderen (in charge of Lyons ice cream sales 
promotion), F. Thomas (“The Cinema’’), L. V. Barnett (publicity controller, 
J. Arthur Rank). B. Charman (‘Daily Film Renter’), George K. Arnold 
(Lyons kine sales manager), Jock MacGregor (‘‘ Showman’s Trade Review’’), 
Stanley C. Mills (publicity and advertising manager, Associated British 

Cinemas), BIN Altria (“Kine Weekly’’). 


work includes the art work for the 
new Murraymints Campaign, (liaising 
with art director Keith Monk, of 
S. H. Benson) work for Ediswan- 
Mazda, and for the GPO’'s postman 
recruiting campaign. One of the well- 
known artists it represents is Glan 
Williams, the Tat/er caricaturist. 


* * * 


F' Roo A. Dacre Lacy, chairman 
of the National Traction Engine 
Club, I learn that the club is hold- 
ing its rally at Shippon Abingdon 
on Saturday of next week. As last 
year, the proceeds will be given to 
the Corneo Plastic Unit of the Eye 
Bank at East Grinstead. 

The afternoon programme _in- 
cludes obstacle races, musical chairs, 
and beer-in-bucket races. Last year, 
25 traction engines, including agri- 
cultural and showmen’s engines, 
presented a first-class display that 
enthralled the crowd with their 
antics. Much attention has been paid 
to the organisation of the Rally this 
year to speed up the events. 

Tickets, including car and all 
occupants, at 10s. are available from 
the secretary, National Traction 
Engine Club, 52 Bedford Row, 
W..1; 


* * * 


EN the chairmanship of the Audit 
Bureau of Circulations, publishers 
alternate with cither agents or 
advertisers. It is in the last-named 
capacity that F. J. Eccleston has 
succeeded C. W. V. Truefitt, of 
Associated Newspapers. 

Mr. Eccleston is a_ chartered 
accountant and a Fellow of their 
official body: and he is advisory 
accountant to the Beecham Group. 
whom he has represented on the 
ABC for some 10 years. For about 
six years he has been the ABC's 
honorary treasurer 

He is also a director of G. S. 
Royds Ltd. 


* * * 


ADVERTISING and_ pressmen 
have, I am glad to note. done well 
in recent municipal appointments. 

G. E. Willis, director of Blacket. 
Turner & Co., Lid.. proprietors of 
the Newbury Weekly News, is now 
Mayor of Newbury. The Berkshire 
branch of the Salonika Reunion 
Association marked the appoint- 
ment by presentations. Mr. Willis 
is county secretary, and has edited 
the Association’s journal, The 
Mosquito, for many years. He is 
Newbury’s first journalist Mayor for 
48 years. 

David Evans, who handles public 
relations at Tibbenham Publicity 


Ltd.. has gained a seat on the 
Southend Council in the recent 
elections. He is the first Liberal 
member of the council for nearly 
30 years. Needless to say. he has 
been elected to the publicity com- 
mittee! 

Elected at Guildford was C. F. 
Swain, who was for many years 
space buyer and a director of 
Spottiswoode Dixon & Hunting Ltd. 
He stood as an Independent for the 
Onslow Ward. 


Back in Fleet 


Street 


BBACK in Ficet Street is J. Thurston 
Thrower. In February, after 15 years 
as general manager of the Business 
Publications Lid. group of com- 
panies (publishers of ADVERTISER'S 
WEEKLY) he was advised by his doctor 
to give up 
administrative 
work and en- 
gage in some 
less arduous 
activity. He 
is now estab- 
lished at Clif- 
fords Inn, 
Fleet Street, 
as a business 
consultant, 
specialising in 
publishingand 
advertising. 
Mr. Thrower 
has spent over 
J. Thurston Thrower 30 years of his 
life in the 
press, starting with the Daily Mail 
and going on from there to become 
managing director of the Croydon 
Times group Later he was advertise- 
ment director of the Morning Post. 


CONTACT 


“If Denis doesn’t play, do 
we still put the Brylcreem 
posters on the sight screens 
for the First Test ?” 
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THE BAY TREE PRESS 


printed major prize-winning entries 


in these national competitions 


BRITISH ASSOCIATION OF INDUSTRIAL EDITORS 
NATIONAL HOUSE ORGAN COMPETITION, 1956 
Award of excellence and first in Class D for printed magazines 
for external readership made to 
“THE ESSO FARMER” 

Agent: Samson Clark and Company Limited 


* 


“THE ACCOUNTANT” AWARDS 1956 
The award for the financial Report and Accounts of a 
“smaller company” requiring “less complex accounts” made to 
FOLLAND AIRCRAFT LIMITED 


Agent: Samson Clark and Company Limited, Financial Division 


THE BAY TREE PRESS AT STEVENAGE LIMITED 
Caxton Way, Stevenage New Town, Herts 
London Office : MUSeum 2776 
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PUBLICATIONS 


IN THE NEWS 


Monthly—after 


133 years 


Mechanics, a weekly since it was 
first published in 1823, is to be 
published as a monthly, under the 
name Home Mechanics, after next 
week's issue. It was taken over in 
April by Percival Marshall & Co.. 
Ltd. The first new-type issue will 
be dated July. It will sell at Is. 6d 
and the issue, of 48 pages. will be 
advertised in the Daily Express, 
Dai'v Mail, Daily Mirror, and the 
News Chronicle. Advertisement 
rates—£25 a full page—will be 
unchanged. 

* * * 


Kaleidoscope News-Letter, pub- 
lished by Rubber & Technical Press 
Lid., has been improved and te- 
named Industrial Kaleidoscope 
Digest. Before this it was used on-y 
as a service to the rubber and 
plastics industries, but its coverace 
has now been increased. Advertise- 
ment rates are: full page, £35; ha‘f- 
page, £18. 

* + * 


This week's Illustrated — incor- 
porates a _ two-page = advertising 
spread aimed at motorists at the 
beginning of the holiday season. 
Products advertised include Tecale- 
mit oil filters, Lodge plugs, Pye car 
radio, National Benzole, Bond 
Minicars, K-L Sunvisors, Aecrite foot 
pumps, and Mole self-grip wrenches 


Lies, 


Rigas 


Strong advertising in the national 
and provincial press will support 
John Ball next week, in which Lady 
Barnett will introduce an eight-page. 
detachable, colour supplement of 
advice on interior decorating. 

* * * 

Amateur Photographer (Associ- 
ated Wliffe) will publish its annual 
“Camera Guide™ next week. 

* * * 

Advertisement rates for The Shoe 
and Leather News are to be in- 
creased with effect from July 1. 
Full page, single insertion, will now 
be £27, formerly £24 10s.; half-page 
£14 10s. (£13). 

* * * 

This year’s “British Commercial 
Vehicles for World Markets” num- 
ber of The Commercial Motor is 
being published by Temple Press 
Ltd. today (Friday). 

* * * 

A new book, entitled Mosor- 
cycling Abroad, by Bernal Osborne, 
has been published in association 
with Motor Cycling by Temple 
Press Lid. It contains 129 pages. 
and sells at 7s. 6d. 

* * * 

Home decoration schemes and 
furnishing are the main themes of 
the June issue of House Beautiful. 
It also includes a competition for 
a bookcase and other prizes. 

* o* *” 

With effect from next week's 
issue, the official day of sale ol 
London Weekly Advertiser is to be 


changed from Thursday to Wednes- 
day. Net sale now exceeds 40,000 
copies per issue. 


RINTING 
LABELS ' 


SHOWCARDS . 


DISPLAY _. 


BROCHURES 


POSTERS 


PACKAGING 
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Weman- Home 


Another 16-page cookery book con- 

taining 15 recipes for “Pastries and 

Pies” will be given free inside the 

July issue of Woman and Home 

front cover above This issue will 

be advertised in the ‘Daily Mirror” 
and by double-crown posters. 

* * ok 

Mechanical Handling’s June issuc 
contains a full report of the fifth 
Mechanical Handling Exhibition at 
Earls Court during May, which the 
journal organised. 

* * * 

Popular Handicrafts 1957 Do-It- 
Yourself Annual will be pub ished 
on September | It will sell at 
2s. 6d. It will be advertised in 
national, provincial and evening 
papers 

* * 

Fannie and Johnnie Cradock 
(Bon Viveur) are the authors of a 
new book of recipes to be pub 
lished by the Daily Mail early next 
month called Bon Viveur Recipes. 
It will sell at 4s. 6d. and will be 
publicised in the Daily Mail. 


Show, rally report 


The July issue of Caravan & 
Trailer Trades Journal will report 
on caravans shown at the recent 
Paris Salon des Sports and on trade 
entries in the third British Caravan 
Road Rally 

ok * ok 


French women's journal Marie- 
Claire is to publish on September 
23 a special number covering the 
autumn and = winter’ collections. 
Representatives in this country are 
Albert Milhardo & Co., Ltd. 

* * * 


Free copies of a survey, “How 
Canadians shop for hardware and 
appliances,” issued by Maclean's 
Magazine, of Canada, may be 
obtained from their London repre- 
sentatives, Maclean-Hunter Lid 
Extra copies of the March 31 issue 
of the magazine, carrying an article 
on the Canadian boom, are also 
available free of charge. 

* * * 

The August issue of Office Maga- 
zine will carry a feature entitled 
“Available From Britain.” In addi- 
tion to the normal! circulation, an 
additional 6,000 copies will be 
posted overseas to business execu- 
tives throughout the Common- 
wealth, Europe, and Latin America. 


* * * 

To publicise a holiday motoring 
competition which starts next week 
in the News Chronicle, with a Hill- 
man Minx as a prize, leaflets and 
quad crown bills are being sent to 
Rootes Group distributors 
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We Hear 


A conference of van sales repre- 
sentatives of the London and South- 
Eastern County areas of the Ever 
Ready Co. (Gt. Britain), Ltd., was 
held at The Ship Hotel, Brighton. 

* * * 

Foote, Cone & Belding Ltd. have 
been appointed PR advisers and 
executives to the Ful-O-Pep seeds 
division of Quaker Oats Ltd. 

* ” * 


Alan Betts, of Alan Betts Ltd., 
gave a talk to the Kingston branch 
of the Soroptomists at their monthly 
meeting on “Advertising and Its 
Rightful Place.” 

* * * 


When a new branch of Currys is 
opened in Bletchley next Friday, 
extensive local advertising and 
special opening offers will be used. 

* * * ri 


Misani, Gooderham & Young 
Lid. and F. H. Radford Ltd. are 
launching a PR _ campaign for 
Martindale Electrical Co., Lid 


Ads needed 


The necessity for advertising 
Immingham Dock, which he felt was 
“as much a part of Grimsby as 
Grimsby Docks” was urged by 
Alderman M. Quinn at a meeting 
of the Grimsby Town Council after 
he had been elected Mayor. 

* * * 


IT. G. Scott & Son, Ltd.. are work- 
ing in conjunction with F. H. Rad 
ford Lid. to provide a press and 
PR scheme for the Societe Gene 
voise Lid.’s exhibits at the Inter- 
national Machine Tool Exhibition 
this month. 


* * 


D. A. Goodall Ltd. have been 
appointed UK representatives for 
China Glass and Tablewares and 
American Glass Review, both pub- 
lished by the Commoner Publishing 
Co. of New York. 


. * * 


Colin Turner (London) Ltd. have 
been appointed the British and 
European representatives of the 
daily Borneo Times of Sandakan, 
British North Borneo. They are 
also to represent Anak Sabah, a 
monthly children’s newspaper pub- 
lished by the North Borneo Govern- 
ment, 

* * * 

Photographer Peter North is now 
ee by Illustrated Features 
td. 


Drama win 


The Rank Screen Services 
Dramatic Society was awarded the 
Mario Zampi Trophy for the best 
group performance at the Film 
Industries Sports Association Drama 
Festival. The winning production 
was “The Valiant.” 

* * * 


George Payne & Co., Ltd., have 
appointed John Hurd Associates 
Ltd., to handle public relations for 
their Paynes Poppets range and 
other products. 

* * * 


Changes of address: James 
Temple to Bewsey Chambers, Bew 
sey Street, Warrington, Lancs; 
Print Processes Ltd. to Print House, 
Ashwin Street, Dalston 8 
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YOUR aa 
DISPLAYS "aime 
WORK § 


02 WEEKS A YEAR 


Unique service—centrally controlled from London—gives most 
efficient display coverage ever . . . makes sure your displays 
are used . . . saves you time, trouble and money. 


‘Keep "em moving ” is the byword of the 
Display Movement teams. Well planned schedules 
ensure that enough time is allowed at each port o 
call to permit careful handling. 


Make your display material earn its keep! Make it pull its full weight 
in your sales effort. Streamline your own organisation by using The 
John Delaney Display Movement Service—London-controlled for 
maximum flexibility and economical scheduling. Many important firms 
have proved that this service makes their displays work hardet, and 
eliminates a lot of tiresome routine. 
Here’s how the system works :— 


| NATIONAL NETWORK DELIVERS THE GOODS 


A big fleet of specially built vans, each manned by a team expert in 
display-handling, regularly visits Britain’s main cities and towns. Your 
displays are moved from shop to shop to a carefully prepared schedule— 
and not only moved, but erected and dismantled, too! Your display 
works and is not dumped by the retailer in his cellar. 


Important 


This service is readily available whether 
we made your display material or not. 


Streamlines your Organisation — 


With John Delaney handling your display 
movement, the tiresome business of 
making and checking delivery arrange- 
ments is eliminated. One expert team 
handles your material—keeps a check on 
it—all the time. And that’s worth a lot to 
you in work and time saved. 


Reduces wear and tear 


Cuts Costs 


When costs are cut, too often it’s the 
display side that gets the axe. And how 
often the blow is badly aimed! Now 
here’s your chance to do some sensible 
pruning. Use the John Delaney Organisa- 
tion Display Movement Service and get 
regular, predictable display circulation. 
No material goes astray. Damage is 
minimised. And you don't need a lot of 
* spares’. 


Remember 


Your display must be seen to be effective. 
We ensure that it is seen—in the right 
place, at the right time. 

If you have displays to circulate, or 


(Central contro! means COMPLETE control |) 


THE JOHN DELANEY 
ORGANISATION 


Even expert handling can’t prevent wear 
and tear, and displays needing renovation 


| Aberavon Road, Mile End, London, £.3. 


are dealt with immediately. When not in 
use they are stored in our warehouse. 


exhibitions to move, have a word with us 


before making your plans ! Telephone: ADVance 43/4, 
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I'VE A NOTION 


for promotion that ' 


mesmerises- 
tantilises- 
advertises- 
ROTA IRises- 
turns their 


eyeses- 


makes them buyses- 


from 
The Miles Griffin Co.Ltd., 
4, Seaton Place, 
Hampstead Road, 

London, N.W.1. 

EUSton 7411 


Hang it! originises 


| lipstick and nail 
| That 


One of the large window display panels for Revion’s new promotion. 


Revlon’s ‘biggest’ promotion for new 
shade lipstick and nail enamel 


A new pink non-smear Lanolite 
enamel “Love 
Pink” was introduced last 
week with what will be the “biggest” 
promotion Revlon have yet launched 
in this country. The campaign in- 


First consumer ads 
- for carpet firm 


John Crossley and Sons, Ltd., part 
of the John Crossley, Carpet Trades 
Ltd. organisation, and one of the 
largest carpet manufacturers in 
England, have appointed Graham 
and Gillies Ltd. to handle the first 
national consumer advertising cam- 
paign undertaken since the com- 
pany was founded 153 years ago. 

To launch the campaign two 
ranges, Vista and Ryburn, have 
been selected and in order to estab- 
lish the name Crossley quickly with 
the consuming public, a trade mark 
in the form of two crosses has been 
designed by Graham and Gillies. 
This will be featured in all Cross- 
ley advertising and promotion. — 

The campaign will commence in 
the autumn, and colour pages in 
home interest magazines will be 
used. 


cludes heavy colour and black and 
white advertising in magazines. 
national and provincial papers, and 
5, Scene film on commercial 


Point of sale material includes 
countercards, table-tents, mailing 
leaflets, large dispenser units, 


posters, streamers, etc. 

Revion have also tied up the new 
shade with several fashion houses. 
Saxone have dyed shoes, bags and 
gloves to match the tone exactly. 
Window displays featuring “Love 
That Pink” will be arranged in 
leading branches of Saxone stores 
throughout the country. 

Dolores have created hats in vary- 
ing styles and prices in ““Love That 
Pink” and are promoting the new 
colour in their stockists. Telemac 
have made coats and rainwear in 
“Love That Pink.” Susan Small 
have featured the colour throughout 
their summer  coliection, and 
Jacqmar have designed a_ scarf 
featuring “Love That Pink.” 

The promotion is backed by the 
support of the June issue of Vogue 
and over 100 window displays have 
been arranged in leading depart- 
mental stores throughout the coun- 
try. McCann-Erickson Ady: 

Ltd. are the agents. 
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Amalgamation means 
big cider boost 


Sweet Somerset is the new name 
for the most popular cider pro- 
duced by R. N. Coate & Co., Ltd.. 
of Nailsea, near Bristol, and spear- 
heads the “biggest-ever sales drive in 
the centuries-long history of cider.” 
The drive will be backed by a 
powerful advertising, promotional 
and publicity campaign. 

Advertising, which is being han- 
died by Masius & Fergusson Ltd., 
includes spaces in all the London 
evenings, Daily Mirror, trade press 
and commercial TV. Point-of-sale 
material will also be available. 

This is the first result of the recent 
amalgamation of R. N. Coate & 
Showerings Ltd., of Shepton Mallet, 
the makers of Babycham. 
drive will have a theme designed to 
boost the demand for all Somerset 
cider and will so help the smaller 
producers, says the firm. 


These 

farmers, drawn by Geoffrey Salter, 

will be used throughout the cam- 
paign for Somerset cider. 


three singing Somerset 


Tissue account for 
J. Walter Thompson 


St. Andrew Mills Ltd. the 
Bowater subsidiary making Andrex 
tissue products and Camelia, has 
been merged with the recently 
formed Bowater-Scott Corporation. 

The advertising account, which 
has been handled for many years 
by Gordon & Gotch Advertising 
Ltd., will be transferred to J. Walter 
Thompson Co., Ltd.—the Corpora- 
tion’s newly appointed agents—on 
July 1. 

The Scott Paper Co., joint spon- 
sors with Bowaters on the new 
enterprise, are the biggest tissue 
manufacturers in the USA, where 
their advertising is handled by JWT. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


BRITISH DOBY STOKERS LTD., 
oil-firing equipment, campaign 
being prepared for nationals and 


technical press; RAY- 
MOND LTD., Raymond and 
Teazie Weazie shampoos, cam- 


paign in nationals and women’s 


journals. Accounts for Mark 
Fawdry Ltd. 
SHEFFIELD CABINET  CO., 


LTD.; DEWEY & ALMY LTD.;: 
CALDERS LTD. (ALUFLOOR) : 
ROBERT GALE & CO., LTD.; 
KEY GLASS WORKS. Accounts 
for C. P. Wakefield Ltd. 

STANLEY SMITH & CO., manu- 
facturers of plastics, for S. C. 
Peacock Ltd. 

ST. ANDREW MILLS LTD., for 


J. Walter Thom Co. Lid 
M. COOPER (OVERALLS) LTD., 


Lee Cooper jeans, for C. J. Lytle 
(Advertising) Ltd. 

JOHN CROSSLEY & SONS, LTD. 
for Graham & Gillies Ltd. 


Campaigns 


RECKITT & COLMAN LTD. 
using national dailies, Sundays, 
and general weekly and trade 
press for Nugget shoe polish. 
(J. Walter Thompson Co., Ltd.) 

REVLON INTERNATIONAL 
CORPORATION, using national 
and provincial press, magazines 
and commercial TV for new 
shade of lipstick and nail enamel. 
(McCann - Erickson Advertising 


Ltd.) 

R. N. COATE & CO., LTD., using 
Daily Mirror, London evenings, 
trade press and commercial 
for Sweet Somerset cider. (Masius 
& Fergusson Ltd.) 


PYE LTD., using Northern Ireland 
papers to introduce the Piper 
radio. (Arks Publicity Ltd.) 


TONI COSMETICS LTD., using 
national dailies and women’s 
journals for New Creamy Prom. 
(S. H. Benson Ltd.) 


BUTTERLEY CO., using Financial 
Times Building Supplement and 
architectural and building trade 
journals for Aglite, new light- 
weight load-bearing aggregate. 
(Scott-Turner & Associates Ltd.) 


LUSTRE FIBRES (Overseas distri- 
butors of Courtaulds acetate and 
viscose rayon yarn staple) using 
two-colour and four-colour ad- 
vertisements in trade and technical 
textile papers in Germany, 
Belgium, Holland, Denmark, 
Sweden, Norway and Finland. 


(Stuart Advertising Agency Ltd.) 
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British Olivetti Ltd.'s new mobile showroom is already fully booked for 
the summer season for tours of agricultural shows, county markets, indus- 


trial estates, 


technical colleges and schools. 


The colour scheme and 


furnishings are by Misha Black and William Apps, of Design Research 


Unit. 


he aim of the showroom is to take the advantages of office 


machinery to the farmer. 


Doctors want cut 


Talks are now proceeding be- 
tween representatives of doctors 
and chemists about the publicity 
matter included with the packag- 
ing of many preparations 
prescribed under the National 
Health Service. The British 


Woman newspaper 


owner’s estate 


Mrs. Dorothea Kate Forman 
Hardy, of Ab Kettleby, Leicester- 
shire, who died last December, 
left £396,337 gross, £363,503 net 
(duty £206,475). She was a grand- 
daughter of Thomas Forman, 
who acquired the Nottingham- 
shire Guardian in 1848, and she 
succeeded in 1939 to the owner- 
ship of the morning, evening, and 
weekly newspapers published by 
the family firm. [n 1953 she 
bought the Westminster Press 
properties in Nottingham, and 


merged the Journal with the 
Guardian. 
Hardy left 


Mrs. Forman 
£10,000 to the trustees to dis- 
tribute among employees of 
T. Bailey Forman Ltd., of which 


she was late governing director. 


in pack publicity 


Medical Association considers 
that these “instructions” can be- 
wilder the patient, and also sug- 
gests that they can lead to the 
patient attempting to treat him- 
self. 

At a recent meeting with the 


Association of British Phar- 
maceutical Industry, the 
chemists’ representatives were 


reported to have suggested that 
it was helpful to the public and 
the profession to include general 
instructions in new preparations. 

A report from the BMA com- 
mittee says it was suggested it 
might ask retail chemists to delete 
or remove advertising material 
unless the doctor asked that it 
should be retained. It was agreed 
that the discussions should 
continue. 


Artist on tour 


Poster and print designer Maurice 
Rickards accepted an invitation to 
join a group of artists who were 
leaving last week for a fort- 


night's tour of Eastern Germany.: 


During the visit Mr. Rickards hopes 
to see art schools, studios and gal- 
leries, and to meet industrial artists 
and designers. 


LEGAL AND GAZETTE 


WILLS 
Rocer CHartes Messentr, of West 
Ewell, Surrey, publisher of The Iron- 
monger from 1928 to 1946, left 
£8,280 14s. 8d. gross, £8,240 Os. 2d. net 

value. (Duty paid £174.) 
FPreperick ALEXANDER Grime, of 
Parkway, Blackpool, chairman of the 


West Lancashire Evening Gazette and 
its associated papers, left £78,107 4s. 9d. 
gross, £77,987 13. 3d. net value. (Duty 
paid £33,032.) 

Witttiam Henry Mriines Marspen, of 
Windley Crescent, Darley Abbey, Derby- 
shire, former chairman of the Derby 
Daily Telegraph Ltd., left £50,603 19s. 
gross, £50,534 10s. 10d. net value. (Duty 
paid £15,690.) 

HeRBERT FREDERICK Knox, of 
Bromley, Kent, circulation manager of 
Odhams Press Ltd.'s magazines and 
periodicals, left £9,114 5s. 9d. gross, 
£7,621 19s. Sd. met value. (Duty paid 
£222.) 


NEW COMPANIES 


WARNER ADVERTISING  (BIR- 
MINGHAM) LTD., 116 Coleshill Street. 
Birmingham, 4. To carry on business of 
manufacturers of display fittings, signs, 


letters. Nominal capital: £100. Direc- 
tors: C. S. Warner, A. Green, H. Green 
and C. E. Cotton. 

ANTHONY HANDLEY ADVER- 
TISING LTD.. Nominal capital: £100. 
Directors A. Handley Jones and 
EB. 3 Fox 

J. A. MacINTYRE LTD., Craigs Court 
House, 25 Whitehall, S.W.1. © carry 
on business of public relations service, 
journalists, authors. Nominal capital: 
£100. Directors: Jean-Anne MacIntyre 
and R. W. Macintyre. 

BRAMHOPE SCRIPTS LTD., Park 
House, Bramhope, Yorks. To carry on 
business of producers, printers, pub- 
lishers, exhibitors and hirers of and 
dealers in cinematograph and tele-films. 
Nominal capital: £500. Directors: To 
be appointed by subscribers. 
scribers: Edith Rayner and Eileen M. 
Gostick. 


The Bankruptcy Acts, 
1914 and 1926 


Bankruptcy Proceedings: RONALD JoHN 
Di_woratn, ‘“‘Kynros House,”’ Emneth, 
near Wisbech, Norfolk, advertising 
agent. Order of Adjudication: May 8 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d. per lime, 50s, per display panel inch. Minimem, 3 lines. Box 
No. charge, one line plus Is. covering postage. etc. 


Series rates on application: all 


advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 


Weekly,” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25 


APPOINTMENTS VACANT 


Benson’s have a 
vacancy for an Assistant in their 
Research Department 


Experience required of planning, 
interpretation of field surveys. 


Write to Mr. Frost, 
S. H. Benson Lid., Kingsway Hall, Kingsway, W.C.2. 


administration and 


OFFICE JUNIORS (male) required in 


ADVERTISEMENT REPRESENTA- 


Postal Department of Publishers TIVE, aged 22-30, required for leading 
Luncheon vouchers supplied. Write trade journals, working mainly in 
Box 3709 Ad. Weekly 180 Fleet St EC4 London area. Applications in writing. 
marked ‘“‘confidential,”’ stating experi- 

UNIQUE AND PROGRESSIVE adver- ence and salary required, to the 


tising medium in the Architectural and 


Building field requires representative Bridge Road, London, S.E.1 


Advertisement Manager, 32 Southwark 


Write, stating age, experience and TIST . 
salary required, to Box 5982, c/o — AR oe (male or 
Whites Ltd., 72 Fleet Street, E.C.4 emails). Age 22) yours. Good 
prospects. ension Scheme. Holiday 
OT 7 s . Write, stating age, 
LAYOUT MAN, experienced in the dates honoured 
production of operators’ handbooks ay ig wen Ry nog ECS 
and parts lists. Preference given to LL oy ae 


applicant with engineering background AGENCY-TRAINED LADY. Wanted 
Apply in writing, giving details of as Studio Controller. Capable of 
experience and salary required. to briefing and handling various types of 
Advertising Manager, Blaw Knox art work for production. Apply 

Ltd., 90-94 Brompton Road, §.W.3 Box 3724 Ad. Weekly 180 Fleet St BC4 


SPACE REPRESENTATIVE 
REQUIRED 


25-30 years of age 


Proved Selling record essential 


by 
REGINALD HARRIS 
PUBLICATIONS LTD. 


Write in confidence to: 
R. Trevor Harris, 
Managing Director, 
3, Stanhope Row, 
Mayfair, W.1. 
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APPOINTMENTS VACANT J 


SURREY EDUCATION COMMITTEE 
GUILDFORD SCHOOL 
OF ART 
STOKE PARK, GUILDFORD 


Required September, full-time 
teacher of advertising Design and 
related subjects. Thorough know- 
ledge of Printing and Graphic 
Reproduction processes essential, 
together with a working know- 
ledge of Typographic Design. 
The successful applicant will be 
concerned with the Ist and 2nd 
years of a 3 year course and will 
assist with 3rd year project work. 
Salary, Assistant Grade ‘ B ' (man) 
£525-£820 p.a. 

Application forms obtainable from 
the Principal, to whom they 
should be returned within 15 
days of appearance of advertise- 
ment. 


ROLLS-ROYCE have several vacancies 
for trainee Technical Artists. Candi- 
dates must have some drawing ability 
and be prepared to undergo intensive 
training in basic and technics! art 
They must have completed their 
National Service and be between 21! 
and 25 years of age. Salary will be 
paid during training period. Appli- 
cants should write, enclosing specimens 
of drawings, to Staff Appointments 
Officer, Rolls-Royce Limited, P.O. 
Box 31, Derby. 


SPACE REPRESENTATIVE, established 
West of England Hotel Guide 
Repeats and new business. Good com- 
mission and prospects 
Box 3717 Ad. Weekly 1°0 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


ARMSTRONG SIDDELEY MOTORS, Coventry 


require the following staff for work on Air Publications 
dealing with gas turbine aero engines : 


TECHNICAL WRITERS. Practical engineering experience, 
technical knowledge, and at least 2 years’ experience in technical 
authorship are essential. 


TRAINEE TECHNICAL WRITERS. Engineers with RAF or 
FAA experience and a genuine interest in beginning a career in 
technical authorship- are offered training in the art of writing. 
Ability in simple English composition is essential. 
TECHNICAL ILLUSTRATORS. Several years’ experience in 
preparing sectioned perspective and exploded perspective drawings, 
for letterpress and lithographic reproduction, from engineering 
drawings. Ability to prepare line-and-colour diagrams to the 
requirements of Technical Writers. Wash and air brush experience 
and knowledge of reproduction processes are desirable. 

SPARE PARTS SCHEDULE COMPILERS. Ability to prepare 
spare parts schedules from general arrangement and detail drawings. 
Experience of Air Ministry D.I.S. and Mod. procedure would be 
an asset. 


Apply giving fullest details of age, experience and present salary 
to Personnel Manager, quoting Reference W/!. 


TECHNICAL COPYWRITER required | JUNIOR PRODUCTION ASSISTANT 
for advertisements, booklets, etc., but, | required for small but leading adver- 
especially, applicant should have the | tising company in West End This 
qualifications, experience and  apti- job is progressive and offers good 
tude to build and lead a team of such prospects for person with sound basic 
writers. Engineering degree almost knowledge of advertising production. 
essential. Salary not less than £1,250 | Write, stating age and salary, to 
per ‘annum, with rapid advancement Box 3705 Ad. Weekly 180 Fleet St EC4 


. sults. Not advertisin 
agg = . | YOUNG, PROGRESSIVE COMPANY, 
Box 3707 Ad. Weekly 180 Fleet St EC4 | London area, would like to contact 
representative with screen process con- 
LAYOUT ARTIST (Editorial) required | nections. All replies handled confi- 
by The Ambassador Magazine, 49 
Park Lane, W.1 Apply in writing 


dentially. 
Box 3682 Ad. Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


POINT-OF-SALE 
DESIGNERS 


A rapidly expanding point- 
of-sale manufacturing com- 
pany requires additional 
designers for 3-D displays 
in cardboard, plastics and 
wire. 

Excellent opportunities for 
really creative men who like 
working with a happy pro- 
gressive team. Write in 
confidence, with salary re- 
quired, to 


The Managing Director, 
Box 3688 
Advertiser's Weekly 180 Fleet St EC4 


COLOUR PRINTERS, producing large 
volume of point-of-sale material, offer 
expanding opportunity to designer, 
skilled in the creation of showcards, 
cut-outs and 3 dimensional displays 
Only fully experienced visualisers need 
apply. Write for appointment to 
Partridge & Love Lid., 118 Chancery 
Lane, W.C.2 


PACKAGE DESIGNER required as 
assistant to Studio Manager, in lead- 
ing Package Design Organisation 
Applicant must have actual packag- 
ing experience. No others need apply 

‘rite, stating fullest details of 
experience and salary required, to 
Box 3704 Ad. Weekly 180 Fleet St EC4 


experience. 


£2,000 
PER ANNUM 


is offered by growing Advertising 
Agency for an Art Director under 
forty. Ideas are more important than 
Write in confidence with 


brief particulars to: 


Box 3738 
Advertiser’s Weekly 180 Fleet St EC4 


Our own staff know of this advertisement. 


SENIOR 


ARMSTRONG-WARDEN 


require another 


PRODUCTION MAN 


to work on interesting 

National accounts 

Sound knowledge of Production 
processes, Copy schedules and 
Press Dates. 


@ Previous agency experience essential. 
@ Holidays arranged. 
@ 5-day week. 


Write or ’phone : 
The Secretary, 
ARMSTRONG-WARDEN LTD., 


69 NEW OXFORD ST., W.C.1. 
Temple Bar 6351 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT’ 


June 1, 1956 


DIRECT MAIL 


55 


CLASSIFIED ADVERTISEMENTS 


MAN 
Urgently Required 


to take charge of production and 
distribution of large scale mailing 
programme to medical profession. 
In addition there will be regular 
mailings to chemists and industrial 
concerns. This is a position with 
a large scale National advertiser 
with Headquarters outside London. 
Applicants should be prepared to 
reside in Hertfordshire. All appli- 
cations will be treated in strict 
confidence. Please write stating 
age, previous experience and 
salary expected to : 


Advertising Manager, 
Box 3699 
Advertiser's Weekly 180 Fleet St EC4 


SPACE - SALES 
either sex 
commission 


REPRESENTATIVE, 
Unique local media. Good 
Permanency for com- 


OPPORTUNITIES TO EXPAND 


A SENIOR COPYWRITER, 


experience, to work on press advertising, 
and general sales literature. 


A JUNIOR COPYWRITER, wich soune 


WITH AN EXPANDING ORGANISATION 


Vauxhall Motors’ £36 million expansion programme has created 
several new well-paid posts, all with plenty of scope for progress. 
Vacancies exist at Luton for :— 


with at least 3 years 


direct mail 


knowledge 


of advertising procedure and at least one year's experi- 


ence as a copywriter. 


A TECHNICAL WRITER, preferably with some 


knowledge of motor vehicle design, to produce sales- 


men's manuals. 


AN EXPORT PUBLICITY ASSISTANT, 


experienced in export publicity procedure. 


French 


and Spanish an advantage, but not essential. 


Staff Employment Manager, 
VAUXHALL MOTORS LIMITED, 
Kimpton Road, LUTON, Beds. 


These are interesting and rewarding jobs with a progressive 
firm. Write, giving details of career and an indication of salary 
required to : 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXPERIENCED 
COPYWRITER 


Renold Chains Limited wish to 
appoint at Renold House an addi- 
tional copywriter. 

Applicants, who should be at least 
28 years of age, must have the ability 
to write clearly and concisely in an 
imaginative and forceful style for 
publications, advertisements, and 
internal commercial/technical 
bulletins. They should have had 
previous experience in copywriting 
or journalism, preferably in connec- 
tion with the engineering industry. 
This is a monthly staff appointment, 
pensionable, and qualifying for 
participation in the Profit Sharing 
Scheme ; three weeks annual holi- 
day ; starting salary £860. . 
Reply fully to the Employment 
Manager, Renold Chains Limited, 
Renold House, Wythenshawe, Man- 
chester. 


petent person Apply, giving experi- 
ence 
Box 3716 Ad. Weekly 180 Fieet St BC4 


ASSISTANT WANTED FOR PUBLI- 


CATIONS DE” ARTMENT of 

engineers for preparation of catalogues. : 
booklets, technical manuals, ete. cess, 
Must have similar experience with 


engineers and technical writing ability 
Knowledge of layout and type, etc., 
required, but not finished art work 
Five-day week. State age, experience, 
salary required Apply to the Pub- 
licity Manager CAV Limited, 
Warple Way. Acton, W.3 


Place. 


TECHNICAL ARTIST required by large 
Engineering Company for preparation 
of Product 
includes broken-down illustrations and 
diagrams allied to assembly analysis of 
a variety of products, such as Refrige- 

Television, Automobiles, etc. 

Send details of experience and salary 

or wages required to Box CRC 405, 

6 Aldford Street, London, W.1. 


YOUNG LADY required for showcard 
work, capable of layout lettering and 
some illustration 
phone Accessories Lid., 25 Nutford 

London, W.1 


Survey 


Reports. Work young Layout 


block ordering 


details, please 


DISPLAY 
Garret & Co 
Store, Woolwich, 

Apply Hall Tele- 

Display Apply 

(WOO!wich 0075.) 


WEST END Publishing 
Company requires a bright, go-ahead 


and Publicity 


Artist / Typographer. 


able to design and work independently 
He should be fully conversant with 
and printer 

Starting salary £650 per annum 


liaison 


Full 


, to 
Box 3718 Ad. Weekly 180 Fieet St BC4 
VACANCIES occur 


at 


Ltd., Departmental 


for Windowdressers | 
with all-round experience in modern 
Manager 


Display 


ADVERTISEMENT REPRESENTA. 
TIVE required for group of publica- 
tions, salary, commission and 


expenses, for London, Home Counties 

and most regional areas. 

Box 3712 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT SPACE SALES 


REPRESENTATIVE, either sex, 
wanted for professional women's 
journal. Wide, open field for person 
of real ability, with good selling 
record Apply, with details of 


experience, to 
Box 3711 Ad. Weekly 180 Fleet St BC4 
EXPERIENCED ADVERTISEMENT 
MANAGER wanted on large 
provincial weckly, 50.000 circulation 
Box 3726 Ad. Weekly 180 Fieet St EC4 


accounts. 


figure). 


and a generous salary. 


etc., to:— 


Art Director, 


LAYOUT /GENERAL 
ARTISTS 


A rapidly expanding agency is always prepared 
to hear from experienced young artists who seek 
the opportunity to work on important national 
| 


They must be capable of producing finished 
roughs from visuals with the ability to tackle some | 
finished work when required (not necessarily 


Knowledge of typography an advantage. 
The position offers full scope, good prospects 


Profit-sharing and bonus schemes. 
Holidays this year by arrangement. 
Write for interview stating previous experience, 


Arthur S. Dixon Limited, 
229, High Holborn, W.C.1. 


ASSISTANT 


He should have completed National 
Service and be experienced in the 
handling of large national accounts. 
5-day week. Canteen. Please write 
to H. C. Caffin, Personnel Manager, 
stating experience, age and salary 


required. 


F. C. PRITCHARD, WOOD 
& PARTNERS LTD. 
25, SAVILE ROW, W.1. 


PRITCHARD, WOOD 


WANT A 


PRODUCTION 


Phone vour classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


You there! 


No, not you, Mr. Average-to-good 
Copywriter ; 
nor you, Mr. Run-of-the-mill Designer— 


YOU! 


If you’re a really first-class 
Copywriter or Designer 
(and please be objective about it) 
CRC want you—and offer you 
the kind of salary you expect, 
good working conditions, and 
a good deal of creative freedom. 


C-R'C 
want you 


Write first to the Secretary, 
C. R. CASSON LIMITED, 
6 ALDFORD STREET, W.1 


JuNE 1, 1956 


CLASSIFIED ADVERTISEMENTS 
| 


pay in the fifth year of service. 


EAST AFRICAN ADVERTISING CONTRACTORS, LIMITED 


require an 


ACCOUNT EXECUTIVE 


This position offers an excellent opportunity to a young and 
energetic man with sound agency experience as visualiser/copywriter. 
The successful applicant will be eligible to join the company's pension 
and medical fund, and will be granted three months’ leave with full 
Commencing salary is according to 
experience and Free Passage to Nairobi will be provided. Interview 
will be arranged with our London Office, but in first instance write 
by Air Mail giving details of age, experience, marital status, with 
specimens of work by Air Mail parcel post, to : 


Manager, P.O. Box 2266, NAIROBI, Kenya Colony. 


ASSISTANT ADVERTISING MAN. , 


AGER required for Block & Anderson 
Limited. Should specialise in copy- 
writing Pension Scheme Five-day 
week. Holiday dates honoured. Write, 
giving full particulars of experience. 
age and salary required, to Secretary, 
58-60 Kensington Church Street, 
London, W8. 


GENERAL ARTIST required by small 
advertising agency. Must be versatile 
and capable of producing original 
ideas and slick layouts Finished 
lettering essential. Write, giving brief 
details of career to date and salary 
required, but no specimens 
Box 3737 Ad. Weekly 180 Fleet St EC4 


SECRETARY (19-25) required by Adver- 
tising Executive of pharmaceutical 
manufacturers in West London. Lively 
job for someone with intelligence 
Advertising experience useful, but not 
essential Write, stating age, experi- 
ence and salary required, to 
Box 3708 Ad. Weekly 180 Fleet St EC4 


MEN’S WEAR. London mail order 
house wants first-class illustrations of 
men's wear Studio or freelance 
Telephone RELiance 1291 for subse- 
quent appointment, with specimens. or 
write to Freemans (London, S.W.9) 
it. 139 Clapham Road, London, 


| IF YOU KNOW a good outdoor adver- 


tising site when you see one you are 
the man we are looking for. We are 
one of the largest London outdoor 
advertising specialists of nation-wide 
coverage If you have sufficient 
experience to enable you to find out- 
door advertising sites for us, the terms 
and remuneration which we can offer 
you ensure high reward for your 
efforts. Apply 

Box 3697 Ad. Weekly 180 Fleet St EC4 


FREELANCE INDUSTRIAL WRITER 
required by Public Relations Company 
in West End for various commissions 
Write 
Box 3706 Ad. Weckly 180 Fleet St EC4 


WBG 


for top rate ability. 


WRITE in the first instance 
giving details of experience, age 

and salary required to the Managing Director, 
Wilkes Bros. and Greenwood Ltd., |.P.A., 
299, Oxford Street, London, W.|I. 


invite applications 

from enthusiastic, educated 
and experienced 
typographers 

and artists 

for immediate vacancies. 


Top rate salaries 


Phone your classifieds to WAT 3388 (Ex. 25) 
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JUNE 1, 1956 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS en I 


APPOINTMENTS VACANT | 


ADVERTISING EXECUTIVE 


Required 


by large scale National Advertiser with Headquarters in 
Hertfordshire. This is a position which should appeal 
to a young man who has had experience in a large Advert- 
ising Department or Agency. Age approximately 24-27. 
Good prospects. All applications wit be acknowledged 
and will be treated in strict confidence. Please write 
giving full details of previous experience and salary 
required to Advertising Manager, 


Box 3745 
Advertiser’s Weekly 180 Fleet St EC4 


TWO General Artists urgently required 
by manufacturing firm in Essex, mainly 
for catalogue work Five-day week. 
Canteen facilities. Apply in writing 
in first place, stating age, experience 
and salary required, to Publicity Man- 


YOUNG LADY, age 17-21, required as 
General Assistant in Public Relations 


Fine Art Publishing House. Essential 
qualifications: Good education, intelli- 
gence, shorthand and typing. Write, 
ager, Stating age, previous experience, 
Box 3676 Ad. Weekly 180 Fleet St BC4 salary required and, if on telephone, 
DIRECT MAIL. A young man required, 
capable of handling all direct mail for 
trade journal publishers in London. 
Ability to write good English essential. 
is is an interesting position, calling 


London, E.C.2 


PUBLICITY DIRECTOR of film com- 
pany requires Secretary Must have 


and Publicity Department of famous | 


give number to Box 5581, Frost-Smith | 
Advertising, 64 Finsbury Pavement, | 


for initiative, coupled with a mind for perfect shorthand and typing. An 
detail Write fully, giving age and interesting position for person with 
salary required : initiative and willing approach to 
Box 3721 Ad. Weekly 180 Fleet St BC4 work Excellent salary No Satur- | 
WEST END ENGRAVING CO, require | 48. Apply, giving particulars of | 


booking-in/contact clerk, with know- experience, 
ledge of process engraving. Accuracy 
in dealing with customers’ instructions 
and a good telephone manner most 
essential. Write, giving age, 
experience and wages required, to 
WEE... 17 & Anne's Court, 
Wardour Street, W.1. 


PUBLISHERS who are requiring a 
quality London printer to offer a very 
competitive quotation for the smaller 


approach Dean Barker Ltd.. CLE 
9743 


GEORGE NEWNES 
PUBLICITY 


Requires Top Flight 


LAYOUT MAN 


Fully experienced and capable of speedy visuals 
with reasonable figure interpretation for National 
Press Campaigns promoting a wide range of famous 
periodicals. Sound knowledge of typography an 
advantage. Men who can work fast with enthusiasm 
and creative ability are invited to write for inter- 
view stating previous experience, salary, etc., to 
Publicity Production Manager, George Newnes, 
Ltd., Tower House, Southampton Street, Strand, 
London, W.C.2. 


Holidays this year will be honoured 


to | 
Box 3733 Ad. Weekly 180 Fleet St EC4 


variety of monthly journals should | 


At 


NSW 


a group 
of attractive accounts 


awaits an 


OUTSTANDING YOUNG 


ART DIRECTOR 


If you have proved your ability on known 
National accounts and are now eager for the 
responsibility of handling a Group and the re- 
wards of Art Direction on products as varied as 
fashions, furniture and gin, you may be the man 
we want at NSW. 


This is a chance to make a name, not merely a 
move. For this is a vacancy which demands 
something more than technical proficiency. The 
man who fills it must get on with people, not 
just the job; handle advertising, not just art. 
Those who think they have these qualities and 
qualifications should contact the Art Director, 
Napper, Stinton, Woolley Ltd., 15-19 Great 
Chapel St., W.1. Ger. 2633. 


They do say NSW 
is a good agency to get into. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISING 
MANAGER 


thinking of changing sides, 
might solve his problem as an 
ACCOUNT EXECUTIVE in 
as progressive, expanding 
medium-sized agency. 
Initiative, smart appearance 
and a selling mind are essential 
requirements in addition to 
experience of planning and 
using modern advertising 
media. Please write to 
Box 3696 


Advertiser's Weekly 180 Fleet St €C4 


ASSISTANT ADVERTISING CON- 
TROLLER is required for a National 
Company of Food Manufacturers. 
Applicant should be of good educa- 
tion, have some advertising experience 
and be willing to assimilate many and 
varied duties. The post is based in 
London, and commencing salary will 
be within £500-£600 per annum. Box 
454, c/o Dawsons, 129 Cannon Street, 
EC4. 


58 


CLASSIFIED ADVERTISEMENTS 


This is a post 


annum. Your present 
can stand. Write 


1st Division London Agency 
requires 


EXPERIENCED TYPOGRAPHER 


for a man accustomed 
mark-ups and adaptations for press advertising, style 
settings for both press and print, and able to cope with 
the pace of modern agency work. 
Summer holiday arrangements 


Box 3729 
Advertiser’s Weekly 180 Fleet St EC4 


to preparing 


Salary £750 per 


MAY & BAKER, LTD., Dagenham, 
Essex, require an agency experienced 
visuali and typographer (male) for 


TYPOGRAPHER/ 
DESIGNER 


Vacancy in leading design 
studio for experienced man 
with appreciation of contem- 
porary design; must be 
capable carrying out detailed 
specifications and finished 
artwork. Interesting job for 
keen person. 


For appointment phone Miss Nokes, 
W.M. de MAJO, FLA 9791. 


PRIVATE SECRETARY to Director of 


small Advertising Agency required 
Progressive position. Offices 
dilly. Salary £8 per week 


Box 3699 Ad. Weekly 180 Fleet St EC4 


Picca- 


journal advertisements, brochures and 


adaptations Previous work on tech- 
nical accounts an advantage. Contri- 
butory Pension Scheme. Apply 


initially in writing, quoting Reference 
No. 24, to the Personnel Officer. 


LAYOUT ARTIST 


Applicant with first class ability for 
Consultant's Studio, specialising in 
technical publicity and display. Salary 
according to ability. 


Box 3735 
Advertiser's Weekly 180 Fleet St £C4 


IF YOU HAVE a successful record of 
selling space on trade or of technical 
media, we can offer you an above 
average opportunity of a permanent 
position with eventual managership of 
established journal in London. Please 
write fully, stating whether married, 
age, present income, and if you have 
a knowledge of the marine industry 


Box 3722 Ad. Weekly 180 Fleet St EC4 


by joining 


Experienced Artists 
LETTERING - 
STILL-LIFE 


also TWO LETTERING JUNIORS 
of 2-3 years’ experience 


Improve your work 
and salary 


(HOLIDAYS WITH PAY THIS YEAR) 


HAWKE STUDIOS LTD. 


phone, write or call 
Mr. Norman Bannister : 
22 Chenies Street - W.C.1 


MUSeum 7441-1181 


RETOUCHING 


HAWKE STUDIOS LTD. 


| 


| 


| 


EXHIBITION CONTRACTORS’ Sales 
Representative required Must be 
experienced and resident London area 
Good salary, car, pension scheme 
Replies treated in strictest confidence 
Write, stating age, experience and 
salary required, to 
Box 3739 Ad. Weekly 180 Fleet St EC4 


June 1, 1956 


APPOINTMENTS VACANT 


Typographer- 
Production 
Man 


required immediately for block 
ordering, mark-ups and general 
progressing on print jobs. 
Previous agency experience of 
this work essential. Good 
salary and prospects—holiday 
arrangements honoured. 
Write, giving full details of 
experience and quoting present 
salary to Staff Manager, 
Gilbert Advertising Services 
Ltd., Hastings House, 10 
Norfolk Street, Strand, W.C.2. 


ARTISTS wanted by old-established 
Studio for quality lettering or layout 
Wages are high, conditions are good 
Holiday arrangements respected 
Sorry, no room for beginners. H. & 
A. Dix Ltd., 12 Great Newport Street, 
W.C.2. TEM. 1396-7. 


THE 
TUDOR ART AGENCY LTD. 
Artists’ Agents 


Have studio space for 
full time 
FREE-LANCE 


FIRST-CLASS LETTERING 
& 
GENERAL ARTIST 


| Furnival Street, London, E.C.4 
HOLborn 884) 


GROUP ADVERTISING DEPART- 
MENT (Westminster area) of large 
manufacturing organisation, marketing 
both technical and consumer products, 
requires an Assistant, experienced in 
the production of press advertising and 
print Applicants must be prepared 
to demonstrate creative ability (ideas, 
layout, copy), be able to prepare good 
roughs and visuals and be practised 
in the supervision of advertising pro- 
duction and the buying of advertising 
services (artwork, blocks, print, etc.). 
This is a progressive position, with 


excellent opportunives for advance- 
ment Five - day week Pension 
scheme. Full details, including age, to 
Group Personnel Manager, British 
Tvre & Rubber Co. Ltd., Herga 
we Vincent Square, London, 
SW 


ARTISTS 


Lettering 
Retouching 
& General 


Required by Advertising or- 
ganisation. Good salary to 
experienced Artists. 

Tel. : TER 0968-9 for appoint- 
ment. 


DESIGNER 


Lady assistant designer required for 
large Soft Toy factory. Previous toy 
experience not necessary but flair for 
child appeal essential. 


Box 3698 
Advertiser's Weekly 180 Fleet St EC4 


MAN OR WOMAN reguired as Editor 
of House Magazine for major Com- 
pany in London, and to act as Liaison 
Officer between the Company and 
their Public Relations Consultants 
Detailed knowledge of Public Relations 
is not required Please write. giving 
details of career and salary required 


to 
Box 3723 Ad. Weekly 180 Fleet St EC4 


JUNIOR 
COPYWRITER 


Opportunity for young man 
(21/25) with ideas, and ability to 
write. He should have had Agency 
experience, including a grounding 
in production. 


In this expanding Agency, he 
will have the chance to widen his 
creative experience by work on a 
variety of accounts, national con- 
sumer, mail order and technical. 
If he proves himself, he will later 
find the door open for an im- 
portant position in the Company. 


Write or phone : 
MAX RITSON & PARTNERS Ltd. 


Registered Practitioners 
in Advertising 


33, Henrietta Street, London WC2 
TEMple Bar 386! 
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JUNE 1, 1956 


APPOINTMENTS VACANT 


If you are a young 


COPYWRITER® 


with the ability to create fluent 
prose in a variety of styles 
you may well be interested in 
a newly created appoint ment at 
Hedley, Byrne. Write, in 
the first instance, with the 
usual particulars but, please, no 
specimens, to: 

GRAHAM JACKSON, 


Hedley, Byrne & Co. Ltd., 
140 Park Lane, London, W.! 


@ by this we mean someone who has 
“arrived "’, someone with a sound 
consumer background. 


LETTERING AND DESIGN ARTIST 
for Packaging Industry, Hertfordshire. 
Capable of sketching on Cellophane 
and Paper. Able to do finished work 
for reproduction an advantage. 
Modern Studio Excellent sports 
facilities and free Pension Scheme 

‘rite, giving experience and salary 
required, to 
Box 3732 Ad. Weekly 180 Fleet St EBC4 


PULFORD PUBLICITY 
require a junior 
MALE TYPOGRAPHER 
capable of handling adaptations, etc. 
Apply by letter for appointment : 
PULFORD PUBLICITY LTD. 
Temple Bar H Street, 


ouse, 
£.c.4 


TYPOGRAPHER required to join crea- 


tive group, producing high-class 
industrial print Must have at least 
four years’ agency experience, good 
design sense, with the ability to pro- 
duce finished layouts. elephone 
B. Mansfield, TAT 0900, for interview. 


An opportunity 
to join 
DORLAND 


as a 


TYPOGRAPHER 


This is a post for a man who is 
still developing. He will have 
had some years’ experience 
and is now at the stage where 
he is capable of working on 
the larger type of accounts 
under the direction of the 
Chief Typographer. Fullest 
details and salary require- 
ments will be appreciated. 


DORLAND ADVERTISING LTD 
18/20 Regent Street, London, W.! 
Tele : WHitehal! 0112 


59 


CLASSIFIED ADVERTISEMENTS 


salary required to : 


ASSISTANT SPACE BUYER 
required by 
LEADING LONDON AGENCY 
Applicants must have had practical experience in 
preparation of schedules and be conversant with 
all sections of media. An excellent opening for an 


ambitious young executive. 
the strictest confidence) giving age, experience, 


Box 3740 
Advertiser’s Weekly 180 Fleet St EC4 


Apply in writing (in 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TWO SENIOR 
PRODUCTION MEN 


required 


by one of London's largest agencies. 
Only men with 10 years’ experience, and 
capable of handling both National and 
Trade Press accounts need apply. 5- 
day week, Luncheon voucher and 
superannuation schemes operating. 
Holiday arrangements will be honoured. 
Write stating age, salary required and 
giving details of experience to 


Box 3686 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING AGENCY 


requires 
energetic man, not under 28, for 
Production Department, with a view 
to taking control after short, initial 

riod. Agency experience essential 

xisting holiday commitments allowed 
Write to Managing Director, W. Hop- 
wood & Co. Ltd., 67a Mosley Street, 
Manchester, 2. All replies regarded 


fd 


LADIES required to serve coffee and 
teas to City office workers, 10-5 p.m. 
and 1-5 p.m. Good wages and meals. 
Apply Mecca Ltd.. Dunster House, 
Mincing Lane, E.C.3. 


ARTIST /PRINTERS 
REPRESENTATIVE 


Designers and Printers require 
primarily a live wire repre- 
sentative but would prefer 
someone who is also a com- 
mercial artist, capable of 
selling himself and his own 
ideas. In the first instance 
write FULLY please. 

BURFORD PRINTING COMPANY 


LTD., 44, Bloomsbury Street, 
LONDON, W.C.1. 


LAYOUT MAN required urgently, with 


not less than three years’ Agency 
experience. Holiday arrangements 
honoured. ‘Phone ViCtoria 7987 for 


appointment. 


THE GENERAL ELECTRIC CO. LTD. 


has a vacancy in the editorial section 
of its Publicity Organisation for a 
writer capable of preparing informa- 
tion for the national, technical and 
trade press, conducting active press 
relations, and producing literature. 
This is a post which offers scope to a 
technical journalist and/or University 
graduate with an interest in the wide 
field of activities covered by the Com- 
pany. but principally in electronics, 
radio and television Applications 
should include full details of educa- 
tion, age, qualifications, experience, 
and salary required, together with 
specimens ‘of written work, and should 
be addressed to the Staff Manager. 
The General Electric Co. Ltd.. = 
House, Kingsway, London, W.C.2 


GENERAL 
ARTIST 


Applicant with first rate general 
experience for firm of Publicity 
Consultants, S.W.1! area, special- 
ising in engineering publicity. 
Retouching and ability to produce 
technical drawings desirable. 
Salary according to ability. 


Box 3680 
Advertiser's Weekly 180 Fleet St EC4 


| 


DRAUGHTSMAN-DESIGNER required 


for Exhibition and Showroom 
interiors Capable of preparing 
perspectives, working drawings, 


organising and seeing work through to 
completion. Apply in writing, stating 
salary required, to David Esdaile & 
Co., Ltd., 30 Stannary Street, S.E.11 
SECRETARY /ASSISTANT required to 
nen vem Manager of small Advertis- 
i Agency Offices Piccadilly 
Box 3400 Ad. Weekly 180 Fleet St EC4 


YOUNG ARTIST 


with creative aptitude and able to produce 
good general artwork is required by small 
busy West End Agency 
Only applicants with previous Agency 
experience considered. 


Full details to 
Box 3734 
Advertiser's Weekly 180 Fleet St EC4 


ce ially and acknowledged 


YOUNG 
TECHNICAL 
ILLUSTRATOR 
required for 


Handbook Department 
of Research Laboratory 


Good starting salary and pros- 
pects for advancement. 

Write Box AW 202 
c/o 191, Gresham House, EC2 


EXPERIENCED ARTISTS required for 
Design Studio Good lettering and 
knowledge of preparation of working 
drawings desirabie Quick workers 
essential. Apply, giving fullest details 
of experience and salary required, to 
Box 3703 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTA- 
TIVE required for rapidly expanding 


technical publishers’ London Area 
Salary, commission and expenses 
Write, in confidence, fullest details of 
career, 


to 
Box 3748 Ad. Weekly 180 Fleet St EC4 


not essential. 


MANAGER 


for 


PAKISTAN 


Experienced advertising man required to take 
complete charge of leading British owned agency 
in Karachi, aged 25/35, single preferred though 
This job offers considerable 
possibilities for a man with initiative who has 
a sound training in modern agency practice. 
Some creative ability would be an advantage. 
First contract for three years with 4 months’ 
paid leave in U.K. on completion. All passages 
paid. Good salary and allowances by arrange- 
ment. Car provided. Write fully, giving details 
of education and other essential information 
including photograph if possible, to 


Box 374! 
Advertiser’s Weekly 180 Fleet St EC4 


AGENCY 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


STUDIO REQUIRES 


RETOUCHERS 


AND 


LETTERERS 


AND 
TWO JUNIORS 


ALSO TYPIST/TELEPHONIST 
Good opportunities and wages 
Write 
Box 3746 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS AND JUNIOR Lettering 
Artists wanted. Five-day week. Good 
rospects. 


Apply 
x 3725 Ad. eekly 180 Fleet St EC4 


£1,000 A YEAR MINIMUM 


FOR WELL-CONNECTED REP 
FOR COMMERCIAL ART 
UNUSUAL OPPORTUNITY FOR A 
REALLY GOOD MAN 

Write 


Box 3747 
Advertiser's Weekly 180 Fleet St EC4 


D. D. W. S. 

Dolan Davis Whitcombe & Stewart 
Ltd. require an Assistant Accoun- 
tant (age 22/28) must be fully experi- 
enced to Trial Balance. intermediate 
professional qualification an advan 

and some agency experience desirable. 
Write full details, ‘* personal "’, to 


Chief Accountant, 34 South St. W.!- 


GRAHAM SCOTT 
(PUBLISHERS) LTD. 


are now paying 


30% COMMISSION 


or 
commission, hotel and rail 
expenses on their 


NEW COUNTY MAPS 


YOU SHOULD 
PHONE GERRARD 2437 


for an appointment 


WOMAN 
ASSISTANT 


Woman assistant, not under 24, 
required by Space Buyer in 
W.C.2 district. Must be neat, 
competent typist, capable of 
working on own initiative. 
Should possess keen sense of 
responsibility and have a liking 
for figures. Excellent oppor- 
tunity for advancement. Pre- 
vious experience or knowledge 
of typing schedules and space 
orders essenti 


SPACE 
DEPARTMENT 


Full particulars to 


Box 3478 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT 


POINT-OF-SALE REPRESENTATIVE 


Applications are invited for this newly created post 
in an expanding organisation in the London area, 
for a progressive firm of colour printers specialising 
in the production of showcards, collapsible cut-outs, 
transfers, etc., both for litho and silk screen. The 
company has its own design studios in London, and 


up-to-date works. 


The man we want is of proven ability and capable 


of doing a good turnover. 


In return we offer a 


salary, expenses, commission—and all the backing 


we can give. 


Write to our Managing Director 


giving details of experience, etc. All replies will be 
treated in strict confidence. Our own representatives 


know of this advertisement. 


Box 3687 
Advertiser’s Weekly 180 Fleet St EC4 


REPRESENTA- 
TIVE required for monthly technical 
journal Salary according to 
experience, commission and expenses 
Good prospects for advancement 
Pension Scheme 

Box 3730 Ad "Weekly 180 Fleet St EC4 


LETTERING and STILL LIFE 
ARTIST 


with experience and ability required 
for agency studio. 

Write or phone for appointment to 
Mr. Gibbs—Maxwell Clarke Ltd., 
4 High Holborn, W.C.! 
Chancery 4563 


SPACE SALESMEN, preferably aged 
25-30, and with experience of selling 
to London agencies, wanted for impor- 
ent oe of provincial newspapers 


Box 3744 Ad. Weekly 180 Fleet St EC4 | 


TECHNICAL ARTIST required with 
ability to produce Layout for Advertis- 
ing. Also a first-class Retoucher 
wanted. — — pension schemes 
operating. 

Box 3525 Ad. Weekly 180 Fleet St EC4 


VISUALISERS 


For experienced creative layout men 
with a good sense of design and the 
ability to produce slick presentation 
roughs there are bright prospects at 
Crane Publicity. Excellent working 
conditions in a friendly enthusiastic 

oup. Write or ‘phone—Creative 

or, 


CRANE PUBLICITY LTD., 


Adam House, One Fitzroy Square, W.!. 
Euston 8061 


INFORMATION OFFICER 
for 
BRITISH ADVERTISING 


required by the Advertising Associa- 
tion of Great Britain. The holder of 
this post will assist the Director 
General in carrying out the public 
relations policy of the Association. 
He will be required to develop the 
Association's information service, 
arrange for speakers and platforms in 
co-operation with the Association’s 
affiliated organisations, prepare orig- 
inal material for pamphlets, speeches 
and articles, direct the preparation of 
film-strips and visual aids, and main- 
tain contact with the press 
The growing contribution of advertis- 
ing to an expanding economy makes 
this a post of considerable creative 
importance, with great scope for a 
man who combines vigour and 
initiative with a sense of public 
service, Salary commensurate with 
age, promise and experience. 
_—* in y= to the 


ene 
THE ‘ADVERTISING 
ASSOCIATION, 
1, Bell Yard, W.C.2. 
Please mark envelope “Confidential.” 


PRODUCTION 
MAN 


REQUIRED FOR 


Advertising Department 
LONDON, S.W.1. 


Ability to order blocks, typesetting 
and printing essentia! Position in- 
volves production of advertisement and 
printed material from complete layout 
Stage and responsibility will be given to 
selected applicant according to ability 
and experience. Good opportunity for 
young man with basic knowledge of 
production. Staff Canteen, Superan- 
nuation scheme. Write with full 
details of experience, age and salary 
required to Advertising Manager, 
R. & A. Main Limited, » Grosvenor 
Gardens, London, S.W 


ADVERTISEMENT MANAGER. Old- 


established export journal (A.B.C.) 
Used to making contacts at high level 
Write 


Box 3710 Ad. Weekly 180 Fleet St BC4 


RETOUCHER 


required for Studio in London for 
Black and White and some Colour 
Work. Competent handling of Air- 
brush essential. Full particulars to 
Art Director, 


Box 3751 
Advertiser's Weekly 180 Fleet St EC4 


June 1, 1956 


im APPOINTMENTS VACANT 


APPOINTMENTS VACANT | 


TYPOGRAPHER 


An interesting and progressive 
position is available for an experi- 
enced agency typographer, able to 
produce accurate type mark-ups 
and adaptations. 


Write or phone Creative Director, 
CRANE PUBLICITY LTD. 


Adam House, One 
Square, W.!. 
Euston 806! 


Fitzroy 


YOUNG MAN 


for musical 
distributors. Capable of 
catalogue, and general 
layout. nowledge of figure artwork 
an asset. Excellent prospects Write, 
iving full details of qualifications, to 
ennings Musical Instruments Ltd., 
Dartford Road, Dartford, Kent. 


required 
instrument 
visualising, 


MASTER ART 
MUST HAVE 
MORE ARTISTS 
IN ALL DEPTS. 


FIRST-CLASS WORK ONLY 
STAFF OR FREELANCE 
Write or phone 


Master Art Ltd. 
12 Orange Street, W.C.2. 
WHiitehall 2969. 


APPOINTMENTS WANTED 


WOMAN COPYWRITER 


very experienced and versatile seeks 
PART-TIME WORK 

Strong Agency background: trained 

to write good copy on any type of 

account. Press ads., brochures, 

editorials, etc. Lives central London. 


Box 3645 
Advertiser's Weekly 180 Fleet Se EC4 


AGENCY PRODUCTION MAN secks 


new position. Good knowledge of 
processes. An artistic training and 
experience can provide the extra touch 
to a medium-size agency lacking “‘on- 
the-spot”’ studio facilities. Write 

Box 3728 Ad. Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVES 


(2), experienced, well introduced, own 
office, seek space or mail — pro- 
sition. Commission, ex 
x 3507 Ad. Weekly 180 ~~ Si EC4 


BRUNETTE 


Attractive phenomenon. 

5 ft. 1 in. tall, 

vital statistics 34, 22, 35. 
Well dressed, with ability to 
charm and subjugate the 
most hard hearted client. 
Sound knowledge of fashion 
trade and advertising (2 yrs. 
production), seeks overpaid 
job as assistant to Account 
Executive on fashion or 
textile account with view to 
easing him out at first 
available opportunity. 


Box 3731 
Advertiser's Weekly 180 Fleet St €¢4 


Phone your classifieds 


| 
| 
| 
| 


to WAT 3388 (Ex. 25) 
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JUNE 1, 1956 


iil 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


“* HAND-PICKED ” Sn ——— ee 
available.— The Agency, 
Wigmore St., W.1 eTUNter Bost 2/3 


OVERSEAS AD. MAN, now settling 
permanently in England, desires posi- 
tion with London Agency. Age 29. 
Experience 8 years from production 
to agency manager. Fully experienced 
in contact campaign planning, space 
and time buying. Willing to com- 
mence as junior executive or similar 
if reasonable scope available for 
advancement 
Box 3694 Ad. Weckly 180 Fleet St EC4 


APPOINTMENTS WANTED i BUSINESS OPPORTUNITIES 


ENGLISH ADVERTISING EXECU- 
TIVE, resident in Ireland, would be 
interested in appointment where 


knowledge of Irish markets, media 
and men could be used to advantage. 
Used to contact at highest level 
Lively approach to marketing through 
advertising. Fully 
every branch of 
practice, 

able soon. 
Box 3743 Ad 


experienced in 
agency and printing 
including origination. Avail- 


Weekly 180 Fleet St EC4 


My early training was architectural. 
of 3 colour carbro prints. 
artists with success. 
processes is considerable. 
transport, tents, 
aerial advertising, etc. 
to address an audience. 
in Europe and elsewhere. 
conscientious. 
reside in a caravan on location. 


abroad for documentary 
Alternatively, 


mobile generators, 
| have good taste. 
successful leader of a team of enthusiasts. 
| have lived in America, and have travelled widely 

(Was official photographer and business manager 
on a truck expedition across the Sahara to Central Africa.) 
| have a strong likeable personality. 
| like solving problems, and thrive on hard work. 


| am at home 


happily married to a young and attractive wife. 


You may require my unusual 
experience ! 


| have been a professional photographer 
(F.R.P.S.) specializing in colour—Still and Cine—and expert in the production 
| know how * 
Publicity Manager for two of Britain's best known circuses (5 years). 
a good knowledge of Press and Poster campaigns, and can direct creative 
My experience of buying print and all reproduction 
| am practical 
sound equipment, 


“to beat the drum "’ having been 


| have 


and know much about motor 
cinema projection, 
| am an individualist, but a 
My speech is good and | am able 


My age is 40. 
| am 
| am 
We have no ties and normally 


in any society. 


| would consider a position or assignment which would require travel 
research, public 
| can provide immediately a unique marquee, almost new, 
ideal for a travelling exhibition, approx. floor area 10,000 sq. ft., having only 
8 internal supporting poles, complete with diesel transport, mobile generators, 
offices, staff quarters, and canteen suitable for use in any part of the world. 


relations, or other purpose. 


Regretfully | am unable to undersell experience bought dearly. Reply 
Box 3693 
Advertiser's Weekly 180 Fleet St EC4 
RETIRED Ty tty pee MAN- AGED 4, with half a lifetime's 
AGER/TRAVELLER offers services experience of advertising and printing 
in Lancs, Cheshire, North Wales, 2-3 from executive level, seeks appoint- 


days weekly 

Box 3715 Ad. Weekly 180 Fleet St EC4 
PRODUCTION EXECUTIVE, age 25, 

seeks position with small or medium- 

sized agency. Eight years’ production 

experience. 

Box 3750 Ad. Weekly 180 Fleet St EC4 
VISUALISER, seven years’ agency 

experience, seeks appointment London 


area. 
Box 3702 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


FREE LANCE ARTIST requires more 
work, general and lettering 


Box 3720 Ad. Weekly 180 Fleet St BC4 
JOURNALIST, own office, secretary, car 
owner, would help agencies with 
editorial work. Experienced editing 
and writing. Good industrial contacts 
Reliable and accurate service 
Moderate fees. Unimportant until 


mutual confidence established. 

Box 3714 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED Free Lance Artist seeks 

further commissions, Fashions, Lay- 

out, etc 

Box 3695 Ad. Weekly 180 Fleet St BC4 
FIRST-CLASS LETTERING ARTIST. 

specialising mechanical drawings and 

lettering for publication, secks com- 

missions. Write 

Box 3736 Ad. Weekly 180 Fleet St BC4 


PUBLIC RELATIONS WRITER offers 
planning, research, writing, backed by 
10 years’ P.R. experience, newspaper, 
magazine, tourism writing. Widely 
travelled. 

Box 3501 Ad. Weekly 180 Fleet St EC4 

LAYOUT ARTIST (Ex Fig.) specialises 
in booklets, folders, etc. 

Box 3692 Ad. Weekly 180 Fleet St BC4 

FREE LANCE ARTISTS required by 
West End Advertising Company. Must 
have had at least three years’ Studio 
or Agency experience, and have sane 
ideas on charges. No Studios should 


apply 
Box 3749 Ad. Weekly 180 Fleet St EC4 


FREE LANCE ARTIST. 20 years’ ex- 
perience. Exhibition, Dis; and 


general work. Tel. CUN 


Phone 


ment as Ad. Manager or in Agency, 


where ability, drive and imagination 
are important § assets At present 
production manager in well-known 
agency 
Box 3742 Ad. Weekly 180 Fleet St EC4 
DESIGNER for press ads., showcards, 
leaflets, packaging. secks appointment, 
London area Seven years’ agency 
experience 


tox 3752 Ad. Weekly 180 Fleet St EC4 


PERSONAL 


Dominick J. Coyle, 
P.R.O. FOR 


RYAN’S CAR HIRE LTD., 
DUBLIN 


will be in London from Monday, 4th 
June to Friday, 8th June inclusive and 
would welcome friends and business 
associates to contact him at the 


IRISH CLUB, 
82 Eaton Square, London, 
S.W.1. 
Tel. SLOane 52445 


COPY—PROOFS—BLOCKS!! quickly 
delivered by District Messenger 
REGent 1026—191 Piccadilly, W.1 


ACCOMMODATION 


MARBLE ARCH. Superb office show- 
room premises, eminently suitable 
headquarters of advertising concern. 
Area 8,280 sq. ft. (all rooms have 
abundance of natural light, and there 
are two fine-panelled board rooms on 
the first floor). The premises are to 
be let cH one unit or in separate suites. 
Lift, etc., and parking facilities 
For jae details apply sole agents, 
Curtis & Henson, 5 Mount Street, 
W.1. GROsvenor 5131. 


Substantial interest in 
Modern Advertising and Fashion 


PHOTOGRAPHIC STUDIOS 
OFFERED FOR SALE 


Reasons for sale are private ones, and 
the fullest examination at Principal and 
Legal level would be the prelude to 
finalising the transfer. 

Such a transaction would enhance the 
prestige and profit of a contemporary 
Process Engraving House, or a powerful 
Advertising Agency, and Principals 
should apply in the first instance, to 


Box 3689 
Advertiser's Weekly 180 Fleet St EC4 


DISPRO LTD. Ask your printer about 
the wonderful high gloss, colour inten- 
sification and durability of Dispro 
Lamination—he knows all about it— 


or ask us for specimens Dispro 
Limited, 36-38 Peckham Road, 
London, S.E.5 RODney 7171 (6 
lines). 


SPEEDY PRINT SERVICE 


o all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


“PLASTICON” 


CAMERA LUCIDA for 


TERS, N.W. LONDON ARBFA,. 
a contact agents or others able 
place leaflet or folder work worth £200 


or £300 monthly, to fill additional 
machine capacity (small automatics) 
Commission or trade terms by arrange- 
ment Write, in confidence, Box 
LK 6308, A.K. Adve 2i2a Shaftes- 


bury Avenue. S.W.2 


HUNTLEY BOORNE & STEVENS seck 


designs suitable for tin box decoration 


Good prices paid for approved 
designs. Apply Head Artist, Heatley 

me & Stevens Ltd., London Street, 
Reading. Tel. 54466 


SALES AND WANTS 


COMPLETE PYE CLOSED CIRCUIT 


EQUIPMENT is offered for sale, 
consisting of: 16 mm Ampro Sound 
Projector, Pye TV Industrial Camera. 
complete with Stand and Head, Trans- 
mission Monitor, 2 in x 17 in. Screen 
Receiving Sets, two Lamps and Stands. 
This equipment has had very little use 
and has been recently overhauled 
Box 3681 Ad. Weekly 180 Fleet St BC4 
coated wire displays 
feel good. Trade Metal Works, 
2a Brackenbury Road, W6. SHE. 
5949 


sale (Claire 
Universelle). Perfect condition. 12 
lenses. Cost £25. Best offer accepted. 
Box 3701 Ad. Weekly 180 Fleet St EC4 


TENDERS 


UNIQUE “SCRIVENER” 


tions acquire that “‘personal’’ touch 


when completed in perfect copperplate 


script Terms and details on request 
from H Hancock, Lancaster 
Cottage, Branscombe, near Seaton, 
Devon 


SERVICE. 
Invitations to functions of all descrip- 


ARTISTS 
VISUALISERS 
TYPOGRAPHERS 
PRODUCTION MEN 


and 
Secretaries—Shorthand 
Typists with Agency 
Experience 
There are GOOD jobs waiting for 


GOOD Men 
No Fees to Pay 


You may not wish to make a move imme- 
diately—but Register with us now in time 
for the arrival of the 

* Job of your dreams * 


Write, call or phone 


STAFFS ORGANISATION 
111 High Holborn, London, W.C 


Chancery 2550 


BOROUGH OF SHREWSBURY 


ADVERTISING — 
DISPLAY CABINETS 


New Attested Cattle 
Market 
at Harlescott, Shrewsbury 


Tenders are invited for the right to 
display goods or merchandise in two 
Display Cabinets in the front entrance 
of the new Attested Cattle Market 
Building at Harlescott. Further par- 
ticulars and forms of Tender may be 
obtained from the undersigned by 
whom Tenders must be received not 


later than 10 a.m. on Thursday, 
14th June, 1956. 

Guildhall, S. R. H. LOXTON, 
Dogpole, Town Clerk. 
Shrewsbury. 


PRINTING — Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
plete production, design, blocks and 
despatch. Addressing, franking and 
posting services. Competitive 1 
Enquiries, Dumfries and Galloway 
News, 86 High Street, Dumfries (468). 


PROVINCIAL NEWSPAPERS 


Fleet St. Rep. with successful selling 
record can represent one provincial 
newspaper (or group) on commission 
basis. Paper with falling revenue or 
requiring personal attention, welcomed. 


Write 
Box 3713 
Advertiser's Weekly 180 Fleet St EC4 


BOROUGH OF SHREWSBURY 


BILL-POSTING 
RIGHTS 


New Attested Cattle 
Market 
at Harlescott, Shrewsbury 


Tenders are invited for the right to 
display advertisements on certain 
specified sites at the Corporation's new 
Attested Cattle Market at Harlescott. 
Further particulars and forms of 
Tender may be obtained from the 
undersigned, by whom Tenders must 
be received not later than 10 a.m. on 


Thursday, 14th June, 1956. 
Guildhall, S. R. H. LOXTON, 
Dogpole, Town Clerk. 
Shrewsbury. 


your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


June 1, 1956 


S. a copy 
] a year 

Post free 
55]- (overseas) 


DOMINANT SPACES 


are cheap in the 
NEWS CHRONICLE 


SPACE COST PER SPACE PER 1000 SALE 


—————— 


11” x 3 cols 6/- 
13” x 5 cols | 11/9 


Daily Net Sale 1,437,564 (Subject to ABC audit) 


NEWS CHRONICLE & DAILY DISPATCH 


WILLIAM MEMORY ADVERTISEMENT DIRECTOR 


registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 


STOP PRESS 


‘SUNDAY STAR’ 


(Continued from page 3) 


Sunday mewspapers—on terms 
other than those for Is. 


says: “This decision 
the Federation’s existing agree- 
ment with the Newspaper Pro- 
prietors’ Association about the 
terms for Sunday newspapers. 
“The Federation demands 
periodical terms which are 
greatly in excess of those agreed 
for both 3d. and 4d. Sunday 
newspapers between the Federa- 
tion and NPA.” 
Hulton Press say that these 


H 

with the NPA because of other 
existing agreements with the 
Federation. 

As a result, the “Sunday Star” 
would be deprived of the essen- 
tial facilities for distributing 
Sunday newspapers which the 
NPA alone can provide. 

The statement says that adver- 
tisers had welcomed the “Sunday 
Star” as “an invaluable new 
medium,” and the retail trade 
had admitted that it had a vast 
selling potential. 


A warning that even by 1960 
production of newsprint might not 


the Bowater Corporation. 

He said: “By 1960 it is probable 
that something of the order of 
16,000,000 tons annually will be 
required. 

“I am not yet convinced that the 
productive capacity available by 
that time might not still fall short 
of that demand.” 


Another Television Audience 
Measurement Ltd. “open forum” on 
TV will take place at Trocadero 
Restaurant on Tuesday. 


A total of £500 in prizes will be 
given away each month, from July 
to September, to contestants listing 
eight summer uses of Kleenex 
tissues in the order they should best 
be advertised. This promotion will 
be advertised in leading national 


' and Sunday newspapers from June 


onwards. Kleenex agents are Foote, 
Cone & Belding Ltd. 


R. W. Dean, chairman, Pearl & 
Dean (Screen Advertising) Ltd., in 
a message to his executives, says 
that 1956 Hulton research figures 
show that for January to March this 
year proportion of 16-24 age group 
regularly attending cinema (once a 


_ week or more) rose from 68.4 per 
| cent in 1955 to 70.3 per cent in the 


first part of 1956. 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 
Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388.) 
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